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you have greatest ACCESSIBILITY 


for cleaning or inspection... 





JUST FOUR 
UNIT-BUILT 
ASSEMBLIES 


—of BRODIE 2/Rotor METERS 


this means 








Continuing low maintenance Reduced downtime and 
cost equipment tie-ups WHAT COULD BE SIMPLER 
Less wear and less repair High maintained accuracy 





Readily replaceable Continuous dependable If cleaning or 
assemblies performance inspection is 
necessary, the 


. . . 3 - simple unit-built 
Simple, rugged, compact unit-built assemblies permit ready 


accessibility for inspection, cleaning, servicing —or replacement 
which is seldom required. Maintenance and service costs are 
reduced to a minimum. Just two moving parts with no metal 
to metal contact assures less wear—less repair and contributes 
to high sustained accuracy. For high metering efficiency at 
low cost standardize on Brodie BiRotor Meters. Investigate 
fully today. 


assemblies can 
be readily 
reached without 
disturbing line 
connections! 











Bropie BF METERS 


RALPH N.BRODIE CO., INC. + ALVARADO & WEST 137th AVE., SAN LEANDRO, CALIFORNIA, U.S.A. 


MT. VERNON, N.Y. CHICAGO 5, ILL. DALLAS, TEXAS SEATTLE 9, WASH. LOS ANGELES 22, CALIF. 
550 So. Columbus Ave. 59 E. Van Buren 167 Parkhouse St. 271 9th Ave. N. 5401 E. Sheila Street 


REPRESENTATIVES WITH STOCKS AND SERVICE FACILITIES IN ALL PRINCIPAL CITIES 
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PARATONE 
PARAFLOW 
PARAPOID 
PARADYNE 
PARATAC 
PETROHOL 
Methyl! Ethyl Ketone 
Dewaxing Aid 
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Isopropyl Ether 
Reference Fuels 
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Paint, Varnish and Shellac 


SURFACE COATING 
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Gasoline and Motor Oi! (Additives) 


For dependable 
products 
that win 


dependable 
customers... 


specify 


34 successful years of leadership in serving industr 


y 


Products that deliver dependable performance win 
steady, satisfied customers. And where performance 
counts, you can count on Enjay. 


Enjay supplies a complete line of uniform, high 
quality petroleum chemicals to the surface coating, 
chemical and petroleum industries. You are assured 
proved results with every Enjay product. Backed by 34 
years of research, experience and know-how, each is 
designed to meet industry’s most precise specifications 
and characteristics. 


But don’t consider Enjay for your present chemical 
needs alone — Enjay is also ready to assist in develop- 
ing new or improved products through chemistry. 
Present or future, be sure to specify Enjay. 


ENJAY CO., INC. « 


15 West 5ist Street, New York 19, N. Y. 
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No. 1190 HIGH CAPACITY 
AUTOMATIC SHUT-OFF NOZZLE 





No. 220 GRAVITY LO-PRESSURE TYPE 


FREE Bulletin F-9 provides additional 
information about OPW’‘s complete line 
of Nozzles. Write today. 


+ 


No. 620 HI-PRESSURE TYPE 


OPW has designed these liquids dispensing 
nozzles in a wide variety of sizes to assure 
you of having the right nozzle for a fast, 
fully-controlled, dependable operation re- 
gardiess of the delivery condition. 


EACH engineered for high capacity, wide 
flow range with minimum turbulence; easy 
shut-off, with no product surge . . . ALL, for 
minimum weight, perfect balance, durability 
and long service life. 


OPW CORPORATION 


2735 Colerain Ave. @ Cincinnati 25, Ohio 
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Behind Our Headlines 


Fuel Oil Co. of St. Louis has been 
swamped with queries for information 
about its new fertilizer program since 
NPN carried a brief reference to it 
April 7 in our popular feature, “Ahead 
of the News.” 


Len Castle, our Midwest editor, has 
been gathering information for a big 
story on fertilizer distribution and its 
adaptability for oil marketers. Len 
sent in a dab of information so we 
would know what he was learning. We 
reported briefly that a new summer 
use for fuel oil delivery trucks—spray- 
ing home lawns with liquid fertilizer— 
is being tried by the Fuel Oil Co. of 
St. Louis. General details were noted. 


The paragraph drew immediate re- 
sponse. NPN offices received inquiries, 
but most of them went to Fuel Oil Co. 
by phone, mail and telegram. 


“It got to the point,” reports Len, 
“where William F. Schierholz, Jr., vice 
president of Fuel Oil Co., drafted a 
two and a quarter page, single-spaced 
letter which he mimeographed and 
now sends to everyone seeking in- 
formation. 


“The letter was written to give a 
general answer as to how the program 
is working for the St. Louis company. 
It saves Mr. Schierholz a lot of work 
and assures a prompt answer.” 


Len’s story of Fuel Oil Co.’s experi- 
ment and on artificial fertilizer dis- 
tribution in general is being put into 
final shape. We have it scheduled for 
early June. I’m sure most of you will 
get a lot of useful information from it. 


—Herbert A. Yocom 
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Only -Zaional new adding machine gives you: 


LIVE’ KEYBOARD 


SAVES UP TO 50% HAND MOTION! Now 
you can add and list without touching a 
motor bar—a great saving of effort for 
operators. No wonder they like it! 
Amounts are added and printed the 
instant they are set on the keyboard—be- 
cause every key is electrified! No more 
“back and forth” motion from keyboard to 
motor bar — because every key is also a 
motor bar. The only completely elec- 
trified Adding Machine! 
National’s “feather-touch” action 
makes it easier than ever to press com- 
binations of keys at one time—more time- 
and-effort-saving! All ciphers print auto- 
matically—still more effort and time saved! 
At the end of the day operators feel fresher 
—and they have accomplished more with 
less effort. 


Now you can forget 
the motor bar 


plus all these other features— 
1 


Automatic Clear Signal. 5S. rerge encwer dials. 


3 
4 


Automatic Credit Balance in 7 Full-Visible Keyboard 
red. * Automatic Ciphers. 


* 

 F Subtractions in red. 6. Easy-touch Key Action. 
* 
. 


Automatic space-up of Rugged-Duty Construction, 
tape to tear-off line * Compact size for 
when total prints. desk use. 


 STRADE MARK REG. U.S. PAT. OFF 


Saves up to 50% hand motion 


For demonstration phone nearest National office 





or National dealer. 


THE NATIONAL CASH REGISTER COMPANY, varron 9, on10 


949 OFFICES IN 94 COUNTRIES 
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AHEAD OF THE NEWS 


Truck Bottom Loading—A new bottom-loading tech- 
nique may cut filling time for a 6,000-gal. truck transport 
from 15 minutes to 7 minutes or less. An oil major has 
been experimenting with bottom loading for about three 
years, and a practicable method is reported very near. 
Company engineers are thinking in terms of loading trucks 
at 1,500 gpm. 
e 


Suppliers Back Associations—Oil suppliers show grow- 
ing co-operation in urging their jobbers to join state jobber 
associations. Suppliers appear increasingly aware that asso- 
ciations are a big factor in improving the efficiency of many 
jobbers, and in serving the industry generally. Representa- 
tives of Socony-Vacuum in Nebraska were responsible for 
signing 31 new members with Nebraska Petroleum Mar- 
keters, Inc. In appreciation, the association gave certificates 
of merit to five of Socony’s men. 


Ton-Mile Tax Hurts—Ohio’s ton-mile tax is adding May 
costs to truck operation besides the actual tax paid each 
quarter. One oil marketer estimates the time his company 
spent in office procedure and handling special forms when 
the tax went into effect amounted to $2,500 (about 500 
man-hours at $5 per hour). And he says it now takes 20-27 
hours a month just to prepare the records required by the 
ton-mile tax rules. 


NPC Status Assured—National Petroleum Council will 
continue in business as is—despite sporadic reports that 
someone in the Administration might insist on a govern- 
ment chairman. Rules of the Justice Department require 
government chairmen for such advisory committees as 
NPC. But top Interior Department officials have repeatedly 
pledged support to NPC with an oil industry chairman (at 
present Walter Hallanan, of Plymouth Oil Co.). And re- 
cently the Interior Department legal boss called the DJ 
rules meaningless. He said the real test is what an advisory 
group does. 


Ohio Oil to Build—tThis year Ohio Oil Co. will build or 
remodel 106 modern “showcase” stations. It will also build 
four new bulk plants, bringing the company total to 202 
And it will increase from 18,000 b/d to 27,000 b/d the 
capacity of its common carrier products pipe line from 
East St. Louis to Indianapolis. Ohio Oil President J. C. 
Donnell Il, says the company will soon need this extra 
capacity to handle a growing volume of business. 


Better Fuel Oil Service—Michigan Petroleum Assn. is 
planning oil heat training schools in Detroit, Lansing, 
Grand Rapids and Kalamazoo, Mich. The schools will be 
for fuel oil salesmen, burner servicemen and Independent 
contractors. 
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Dealers a DJ Target?—The Justice Department may 
train its antitrust guns on gasoline retailers before long. 
The department has been very reluctant to move against 
retailer associations, although it has thought some of them 
have clearly violated antitrust laws. In some cases, asso- 
ciations have said openly, and in writing, that they want 
to set gasoline prices. But DJ has felt it might be “political 
suicide” to undertake court action, which could amount to 
government insistence on high gasoline prices. However, 
now the “heat is on” in the department to file as many 
suits as possible before it is necessary to give Congress the 
annual DJ report on antitrust activity. 


Substitute Fuels on Horizon—U. S. crude production 
will meet only 25% to 35% of demand in 20 or 30 years, 
predicts Dr. W. E. Bradley, manager of research for Union 
Oil of California. But he says a long-term supply of liquid 
fuel is assured in the conversion of shale, tar sands, coal 
and natural gas. Bradley thinks it would be “a very danger- 
ous policy” to make up the U. S. deficiency with imported 
crude oil. 


Excess Capacity Study—The White House Council of 
Economic Advisers is studying a plan to ease the excess 
capacity burden on refiners. Under analysis is a proposal! 
by D. W. Hovey (Danaho Refining Co., Houston) to give 
refiners a special tax consideration, based on the amount 
of productive capacity kept in reserve. The council is asking 
comment from the military and from government agencies 


100 Octane Coming—Premium gasoline will have a 
research octane rating of 100 within 5 to 10 years, pre- 
dicts John W. Newton, American Petroleum Institute's 
vice president for refining. He thinks this will result from 
competition in the oil industry and better designing of car 
engines. Newton also believes gasoline stocks are still too 
high, and that refinery crude runs will have to be cut back 
further this year. 


Air Additives for Smog—The next approach to contro! 
of air pollution may be additives for the atmosphere. This 
view comes from W. L. Stewart, Union Oil of California, 
who has been active in anti-smog work. He says air sci- 
entists may take their cue from water purification. He notes 
that water is purified by adding chemicals, as well as by 
removing contaminants. “The day may soon come,” Stewart 
states, “when we will actually consider releasing additional 
chemicals into the air to inhibit reactions between con- 
taminates.” (Scientists studying Los Angeles smog agree that 
some of it is caused by substances that are not irritants 
when released to the air—but that later combine with other 
airborne chemicals to become irritants.) 


For more Ahead of the News > 








NEW CAR DEALER 





Ws, 
OIL JOBBER 





SERVICE STATION OWNER 


these are the men 
who know 


modern motors demand today’s best oils 


All kinds of claims are being made for different 
types and brands of motor oil... but you can't fool 
these men. They know from actual experience that 
only oils with the greatest lubricating power are 
good enough for today’s high compression motors. 


The men who sell new cars...the jobbers 
who know good oils... the men who service 
the motoring public... all of them know the 
truth about today’s motor oils. And all of 
them are in a position to perform an im- 
portant service to motorists by giving them 
sound advice on oil. 


Here is one basic fact to remember: 


No one can make a superior motor oil out 


of an inferior crude. 








Additives are useful, of course. They can 
help any motor oil do its job better. 


But additives, in themselves, do not lubricate. 


They can be added to any oil. To very good 
oil. To very poor oil. 


The quality of the basic oil is what deter- 


mines the kind of lubrication a motor gets. 


That's why we are telling millions of car 
owners in our national advertising this year: 


Today's BEST oils 
start with 
Nature’s BEST crude 


This plain truth—that you can’t start with 
an inferior crude and build a superior oil 
—will be understood quickly by all your 
customers. 


That's why more and 
more men who know are 
carrying and selling a 
brand of Pennsylvania 
Motor Oil. 








COPTRNGE! 1927 05 A OT PUMMST\ Yams GRADE CRUDE Ou ASSOC TION 
‘TRADE MAME ROBIE TUNED & 5 PATENT OFrCE 


Look at all the magazines that are carrying our message to consumers: 
Saturday Evening Post, Collier's, Time, Newsweek, Holiday, Country Gentleman, Progressive Farmer and Successful Farming. 


PENNSYLVANIA GRADE CRUDE OIL ASSOCIATION - Oil City, Pennsylvania 
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AHEAD OF THE NEWS 


Union Power Harmful—An oil company labor relations 
official warns that the trend toward centralization of labor 
union power is helping to break down the effectiveness of 
industry generally. He says the trend is running counter to 
industry’s gradual decentralization of authority, and is “ex- 
tremely damaging” to the position of plant managers and 
superintendents. He notes that such men have almost 
absolute authority over production, employment and pur- 
chases—yet must wait for word from the home office to 
know how much to pay workers for the coming year. 





LP-Gas Promotion Push—A four-month national adver- 
tising drive behind liquefied petroleum gas will start in 
June. Directed by the National Council for LP-Gas Pro- 
motion, the campaign will reach an audience of 122 mil- 
lion. Council Chairman James E. Pew (Sun Oil Co.) says 
national consumer ads will stress LP-gas heating equipment. 
Secondary emphasis will be on clothes dryers and on LP- 
gas tractors (to be pushed in national farm publications). 


Socony Refinery Switch—Socony-Vacuum will dovetail 
the closing of its 6,500 b/d refinery at Olean, N. Y., with 
the opening next fall of General Petroleum’s 35,000 b/d 
refinery at Ferndale, Wash. GP is a Socony subsidiary. 
Timing of the Olean shutdown will allow many employes 
to be transferred to Ferndale. The Olean refinery is now 
uneconomic and has recently been processing only 2,500 
b/d to 3,000 b/d of crude. 


Italian Lube Expansion—lItaly will be self-sufficient in 
supply of lubes and waxes for many years to come now that 
facilities have been completed at the new refinery of Jersey 
Standard and the Italian government at Livorno (northwest 
coast of Italy). The 40,000 b/d refinery, opened late in 
April, has the largest lube oil plant and the only important 
wax-making plant in Italy. The refinery will process crude 
largely from Arabia. Its products will be marketed through 
Esso Standard Italiana. 


NPN Staff 


Tide Water Terminals—Another terminal on the Buck- 
eye Products Pipe Line will be opened about June 15 by 
Tide Water Associated—this one at Dupont, Pa. Last week 
the company began operating a new 73,000-bbl. truck 
terminal on the line at Macungie, Pa. (near Allentown). 
For some time, Tide Water’s Syracuse, N. Y., terminal has 
been getting oil products from the Buckeye line. The com- 
pany says these plants “will greatly facilitate Tide Water 
distribution throughout the area served by the line.” (which 
runs from Linden, N. J., to Caledonia, N. Y.). 


Broader Venezuelan Marketing— Ihe gasoline market 
in Venezuela, long divided between Creole Petroleum Corp. 
and Shell Caribbean Petroleum Co., may be opened to at 
least four more oil companies. At present, government 
regulation holds the retail price of regular-grade gasoline 
to 11¢ per gal. (including a very small tax). Creole and 
Shell say they’ve been losing money at that price. They have 
repeatedly asked for at least a 3.5¢ boost. The Venezuelan 
affiliates of Gulf Oil, Sinclair, Texaco and Socony-Vacuum 
(all of which own or participate in Venezuelan refineries) 
might be interested in marketing oil products, but only for 
a reasonable return. And it now appears the Venezuelan 
government may encourage more competition in order to 
raise added gasoline tax revenue for its highway construc- 
tion program. 
” 


Research Reward—Oil company research programs are 
vital to industry prosperity in the shift to a buyer’s market, 
says Jersey Standard President M. J. Rathbone. As an ex- 
ample, he points to Jersey’s Fluid coking process, with this 
comment: “If Fluid coking had been applied last year to 
all the low-grade crudes and residual oils available in this 
country, it could have added to our fuel supplies the 
amounts of gasoline, home heating oil and Diesel fuel 
equivalent to the volumes of those products obtained (by 
present methods of refining) from all the crude produced 
in California.” 
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“My BUTLER 


route-matched 
truck tank... 





AVES 
Vd 


on delivery mileage 
and emptying time’”’ 












soys E. C. Stickles, owner 


TEXA co % Bollman Oil Company 


Manlius, Illinois 


“Our fast emptying Butler truck 


tank speeds deliveries.” “My new 1,500-gallon Butler truck tank practically elim- 


inates backtracking. As a result, I do one-third less 
driving to serve our farm and service station customers. 

“The straight line, seamless tube piping on my Butler 
truck tank has cut emptying time more than 30 per cent. 
It’s a big time-saver on large-gallonage drops. 

“All compartments empty clean. There is no chance of 
contamination when changing commodities. My new 
Butler truck tank also has double bulkheads and double 
metering for safe, convenient delivery of gasoline and fuel 
oil to farm customers.”’ 

Learn how a route-matched Butler truck tank can help 
you increase your profits. Write for more information, 
today ! Address the office nearest you. 





“Big cabinets for TBA items and 
grease save dozens of trips.” 





BUTLER MANUFACTURING COMPANY 


® 7454 East 13th St., Kansas City 26, Missouri 
954 Sixth Ave., S. E., Mi polis 14, Mi te 
Neg, yo? 913 Avenue W, Ensley, Birmingham 8, Alab 
c pov Dept. 54, Richmond, California 
Manufacturers of Oil Equipment ¢ Steel Buildings * Farm Equipment ¢ Cleaners Equipment ¢ Special Products 
Factories located ot Kansas City, Mo. * Birmingham, Ala. + Richmond, Calif. * Galesburg, Ill. + Minneapolis, Minn, 
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WASHINGTON 


‘Oil Rank’ Limit Could Snag Industry 


Some military men are raising the 
question of whether Pentagon policies 
on “oil rank” will hurt the industry in 
the long run. The basic trouble is that 
a good man has “nowhere to go” after 
he reaches the rank of colonel, since 
there is only one star available in the 
petroleum field. 

That is held by Brig. Gen. W. W. 
White, who is on leave from Esso and 
is not a career officer. (The others do 
not hold White’s appointment against 
him. In fact, they hope that he will be 
able to “straighten things out” because 
he is something of a bridge between 
the industry and the Pentagon.) 

Right now, a number of colonels 
who have spent years in petroleum 
policy and procurement work are leav- 
ing for greener military pastures. There 
is even talk that lieutenant colonels are 
reluctant to labor over-long in petro- 
leum for fear they will wind up in 
“a blind alley.” 

The ones concerned over the devel- 
opment argue that men are leaving 
petroleum just when they have been 
around long enough to grasp the prob- 
lems of the oil industry and are finally 
in a position to plan sensible petroleum 
policies. So if this is permitted to con- 
tinue, the industry might eventually be 
stuck with officers who are “short- 
termers” and who have no real under- 
standing of their jobs. 

Recently, it was proposed that the 
petroleum set-up in the defense de- 
partment be revised so that the Armed 
Services Petroleum Purchasing Agency 
would be combined with the petroleum 
logistics division. ASPPA handles pro- 
curement and the division is concerned 
with long-range planning and policies. 
Under the plan, a major general would 
be in over-all charge with a brigadier 
for ASPPA and another for the divi- 
sion. This plan was turned down. 

So there still is no apparent solution 
to the argument that there may be 
insufficient rank potentialities within 
the military petroleum field to attract 
and hold the better officers. And some 
officers feel that the industry is partly 
responsible—that it is too complacent, 
too unwilling to bestir itself in its own 
interest. 


Sublime Bureaucracy 


Oil marketers, understandably miffed 
at some interpretations that place their 
operations in interstate commerce and 
subject to federal wage-hour require- 
ments, don’t have to look far for com- 
panions in misery. 


Recently, the Labor Department 
ruled that a maid was “covered” be- 
cause she dusted the office of a Virginia 
manufacturer who sold his products 
across state lines. 

There should be a loud “amen” from 
oil distributors to the remarks this rul- 
ing induced from Representative Burr 
Harrison (D., Va.). He strongly hinted 
that Labor Department officials were 
more interested in “petti-foggery and 
bureaucratic harassment” than in dis- 
playing “proper concern for congres- 
sional intent.” 


The Help Is There 


The announcement last week that 
Cities Service Oil Co. got an $84,350 
contract for lube oil requirements of 
Iran again emphasizes the limits on 
government “small business” units. 

The Foreign Operations Administra- 
tion had agreed to finance $500,000 
in lube purchases for Iran last March. 
And the agency’s small business office 
promptly seized on this as one of its 
babies—a relatively small transaction 
broken down into even smaller chunks 
of specific products, so apparently 
quite “susceptible” to small business 
participation. 

The larger oil companies naturally 
keep a pretty close check on FOA 
activities, so the small business office 
tried to make sure this particular 
invitation was brought to the attention 
of the others. It gave it all the pub- 
licity it could and outlined the proce- 
dures to be followed. That was about 
all it could do. As with small business 
units in other agencies, it is not 
authorized to try to give any prefer- 
ence to small business on competitive 
bidding. 


Does Anybody Know? 


If a jobber sometimes gets confused 
in trying to decide whether he is inside 
or outside the law in his pricing or 
other business practices, he might take 
solace from the fact that even some of 
the Federal Trade commissioners have 
a hard time figuring it out. 

Commissioner Albert Carretta puts 
it this way: “Once the Congress enacts 
a law and entrusts it to the FTC for 
administration, I, as a Federal Trade 
Commissioner, am bound by the words 
of the statute. But what bothers me is 
that sometimes I am not positive as 
to what the words used by the Con- 
gress mean. In that event... I am 
in a quandary.” 

—NPN Washington Staff 
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PAILS 
WHEN YOU 
NEED THEM! 


Your meeting promised 

delivery dates is assured 

by Bennett's guaranteed 
on-time delivery 


r[ihe best-planned production line 
can bog down, if containers are 
late at the packaging point. Has 
this happened to you? Could it 
happen in your plant? 


You can be certain your contain- 
ers will be geared smoothly into your 
operation—if they are BENNETT 
containers. Our 40-year experience 
in manufacture-on-schedule as- 
sures you the right number of pails 
at the right time. 


Every man at Bennett will make 
your scheduling-problem his own. 
Your inquiry or order will get fast 
and friendly attention. Give us a try! 


Open-head and Closed-head Pails 
Dome-Top Utility Cans 


BENNETT INDUSTRIES 


PEOTONE, ILLINOIS 


(40 MILES SOUTH OF CHICAGO) 











PETROLEUM INDUSTRY INDICATORS 





NPN PRICE AVERAGES* 
Refinery /Terminal 
¢ per gal. 
May 14 Apr.15May 11 
1954 1954 1953 


Gasoline 11.74 11.85 11.71 © 
Kerosine 10.36 tee 
Distillate 8.96 

Residual 3.86 

4 Principal 

products 8.89 

Lube oil 16.98 

Crude at 

well ($ 

per bbl.) 2.82 


mi 


* Weighted average price, prin- 
cipal markets. 


i. 
| 


| 





: 
a) 


WEEKLY PETROLEUM STATISTICS (APD = Week Ended Week Ended Week Ended 
May 8, 1954 Apr. 10, 1954 May 9, 1953 
Primary Stocks 
Finished and unfinished gasoline (thous. bbl.) 175,874 179,729 156,025 
Distillate fuel oil (thous. bbl.) 63,939 57,772 62,721 
Kerosine (thous. bbl.) 20,210 17,269 19,765 
Residual fuel oil (thous. bbl.) ................. 44,668 43,833 40,070 
Crude oil—B. of M. (thous. bbl.) 273,003 269,236 278,185 
Refinery Activity 
Crude runs to stills (thous. bbl. daily) ... ee 6,764 6,759 6,865 
Foreign crude included (thous. bbl. daily) 590 580 590 
% of refinery capacity operated 83.5 83.5 89.7 
Refinery Output 
Gasoline (thous. bbl.) A ame hy 22,660 22,898 22,558 
Kerosine (thous. bbl.) 1;872 2,369 2,201 
Distillate fuel oil (thous. bbl.) 9,557 9,399 9,377 
Residual fuel oil (thous. bbl.) 8,015 8,451 8,772 
Crude Supply 
U.S. crude oil production (thous. bbl. daily) 6,321 6,461 6,242 
Crude oil imports (thous. bbl. daily) “se 709 683 731 
mx) MONTHLY MARKET TRENDS Latest Month Previous Month Year Ago 
Petroleum products in secondary storage (thous. bbl.) 46,831 (Feb.) 49,951 47,419 
Exports of crude and refined products (thous. bbl.) 9,965 (Feb.) 10,165 12,754 
Average station gasoline price, ex tax (¢ per gal.) 21.37 (May) 21.60 20.58 
Gasoline consumption (million gal.) 3,633 (Jan.) 4,104 3,632 
Service station building permits (number) 531 (Mar.) 370 375 
Passenger cars—domestic shipments (thous.) 510 (Mar.) 425 546 
Trucks and buses—domestic shipments (thous.) 85 (Mar.) 70 122 
Automotive replacement tire shipments (thous.) 4,350 (Mar.) 3,557 4,598 
Replacement battery shipments (thous.) 1,421 (Feb.) 1,788 1,162 
Oil burner shipments (thous.) . 43 (Feb.) 45 45 
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SUPPLY AND DEMAND 


Crude Runs Up—Crude runs to stills | 


at domestic refineries showed a 
moderate rise in the week ended 
May 8 after successive declines. | 
Refinery output of all principal 
products except kerosine gained. | 
Inventories of kerosine, distillate | 
and residual fuel oils were up, while 
gasoline stocks declined seasonally. 
Crude oil and condensate produc- | 
tion in the U.S. fell nearly 200,000 | 
b/d. 


Demand Increase—Texas Railroad 
Commission has announced a 21,- 
794 b/d increase in purchasers’ re- 
quests to buy Texas crude oil in 
June. Nominations total 2,966,235 | 
b/d. Hearing to determine next | 
month’s allowables was held May 
19 in Austin. Quotas now average | 
2,940,491 b/d, down 155,765 b/d | 
from a month ago. Actual present 
production is estimated at 2,851,000 | 
b/d. 


imports Gain—U.S. Oil imports rose 


291,800 b/d in the week ended 
May 8 over the previous week, ac- 
cording to the American Petroleum 
Institute report. East of California 
imports were up 236,800 b/d, and 
California imports went from zero 
to 55,000 b/d. 


Exports Decline — U.S. exports of 


crude oil and products dropped to 
an average of 287,000 b/d in the | 
first quarter of 1954. This is a 
decline of almost 24% from the 
average of 377,000 b/d in the cor- 
responding 1953 quarter. An NPN 
compilation of Census Bureau | 
statistics showed exports for March 
alone dropped to an average of | 
276,000 b/d from 306,000 b/d in | 
the previous month and 392,000 
b/d in March, 1953. Canada still | 
accounts for more than half the 
U.S. crude being exported, accord- 
ing to the March compilation. 


Canada Leads U.K.—Canada, with 


2,980,000 tons (about 23,860,000 
bbl.) led the British Commonwealth | 
in oil production for the first 
quarter of 1954, according to the 
Petroleum Information Bureau in 
London. The commonwealth pro- 
duced 5.2 million tons (about 36.4 
million bbl.) of oil, including na- 
tural gasoline. The Commonwealth 
total was 1.2 million tons (about 
8.4 million bbl.) and Canada’s total 
1.04 million tons (about 7.28 mil- 
lion bbl.) more than a like period 
in 1953. 
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te 
HOSE INSURED 
FOR 1000 


COMPLETE COVERAGE SAVES 
THOUSANDS OF DOLLARS 


National Pump Hose, in all coupled 
lengths, is insured without charge for 
1000 days against failure in service. 
Unlike mere warranties, this insurance 
covers everything — materials, work- 
manship, accidents, abuse — saving 
Oil Men thousands of dollars annually. 


Time Proven Couplings 
Time-proven for years on gasoline 
pumps all over the world, without a 
single failure in service. Now stream- 
lined to fit all pumps, including all 
pumps with hose retractors. Fully re- 
usable, easily re-attached — cutting 
replacement costs by thousands of 
dollars annually. 


Your National Hose Distributor 


will be glad to help you get your share 
of these savings. Just give him a call, 
or drop us a line. 


Aational Hose 


PREFERRED NATIONALLY 
DOVER,N.4J 









Here’s why Autocar-Diesels outperform and 
outlast any other diesels on the market 


a” 
The Autocar-Diesel lightweight 6-wheeler chas- 
sis—geared and powered for your payloads. 
4 
The Autocar-Diesel standard tractor—the finest 
piece of hauling equipment on the highway. 


Send for the new Autocar- 
Diesel folder, just off the press. 
It tells all about the standard 
The reason is simple enough. The Autocar-Diesel is a quality Autocar-Diesel, and the new 


lightweight Autocar-Diesel 
truck—a fully balanced truck. The enormous power of the . oa , 
: with aluminum components. 
engine is balanced by the strength of the rear end. The frame, mm 
transmission, springs, etc., are selected for the strength of the 
complete vehicle and the job for which it is intended. This 
sort of custom-building and quality engineering result in 
trucks and tractors that outperform competitive units—they 
are dependable under the toughest conditions, they last for 


years and are amazingly inexpensive to maintain. 








Autocar Division of The White Motor Company 
Ardmore, Pa. 


Please send me the new Autocar-Diesel 
folder. 


Name 





Firm name 





AUTOCAR TRUCKS 


Autocar Division of The White Motor Company 
Ardmore, Pa. 


Address 





No. of trucks in fleet 





Type of operation 





8E 


Autocar Trucks are sold and serviced throughout the world 


eeeeeeoeeeeeeeeeeeeeeeeeeeene 


NATIONAL PETROLEUM NEWS + May 19, 1954 











THE INDUSTRY 


National Petroleum News 


May 19, 1954 


Jobbers Ready Attack on Imports Curbs 


The broad outlines of the job- 
ber’s counter-attack against ef- 
forts to restrict oil imports 
emerged from the spring con- 
vention of the Pennsylvania Pe- 
troleum Assn. last week. 

Perhaps its most potent punch 
is the threat to seek “propor- 
tionate” reductions in the 27.5% 
oil depletion tax allowance rate 
if imports are checked. 

Meanwhile, General Counsel 
Russell B. Brown, Independent 
Petroleum Assn. of America 
served notice that his group will 
co-operate with the coal industry 
or “anyone else” with the same 
objectives as the domestic pro- 
ducers. 


And, in another development, the 
Independent Refiners Assn. of Amer- 
ica is seeking a ruling from Attorney 
General Herbert Brownell on whether 
it would be illegal for the parties in- 
volved to sit down and hammer out a 
specific “supplement, not supplant” 
program on imports. Otherwise, IRAA 
favors a Congressional resolution to 
the same effect. 

The Pennsylvania jobbers adopted a 
resolution reaffirming its opposition to 
legislation for quantitative restrictions 
on imports or increasing tariffs. Fur- 
thermore, the jobbers declared, they 
were dead-set against “end-use” control 
of fuels—an objective becoming more 
sharply defined as the real aim of the 
coal industry. 

If the conditions governing oil im- 
ports are changed, by law or “any” 
other means, oil and coal depletion 
allowances should be lowered “propor- 
tionately,” the jobbers asserted. 

NOJC Behind It—In Washington, 
General Counsel Otis Ellis, of the Na- 
tional Oil Jobbers Council, called the 
resolution “quite appropriate and con- 
sistent—particularly that portion of 
the resolution which applies to the 
depletion allowance.” 

“Jobbers have taken the position 
for several years that, if oil is so abun- 
dant in this country that we must re- 
strict imports, then there should be no 
necessity for continuing the depletion 
allowance—thereby inducing the find- 
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NONCOMMITTAL President Eisenhower talks imports with Gov. John Fine, Pa. 


ing of additional oil to add to the over- 
supply.” 

The Pennsylvania jobbers’ action 
was an answer to the step taken by 
IPAA a few days earlier directing the 
producers’ officials to push for legisla- 
tive relief from imports. 

Brown said the IPAA resolution “is 
a wise one” because: 

“1. It contains built-in flexibility 
which encourages a full exploration of 
all the possible alternatives which may 
exist at a given time. 

“2. It strives for participation by all 
those affected by the oil imports 
problem. 

“3. Thus, as a united decision is 
reached as to alternatives, a unified 
program of ultimate co-operation will 
develop.” 

Brown said “all those affected” 
meant the coal industry and all other 
groups seeking protectionist legislation. 

Seeking Recruits—‘As long as they 
come and join our program they are 
welcome,” Brown said. “We will take 
a look at everybody’s program and 
every means of getting this job done 
from top to bottom.” 

If the coal industry takes the lead 
with a program that fits IPAA pur- 
poses, Brown added, then IPAA may 
follow that lead. 
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He said the “alternatives” have not 
yet been formulated but that a deci- 
sion would have to come soon in view 
of the fact that the Reciprocal Trade 
Agreements Act is due to expire June 
12—posing something of a deadline 
for all parties in the tariff scrap. 

Those “alternatives” may come out 
of a protectionist conference in Wash- 
ington just getting under way this 
week. The meeting was staged by the 
Nationwide Committee of Industry, 
Agriculture and Labor on Export-Im- 
port Policy “for final adoption of a 
legislative program.” 

Straight to Eisenhower—Earlier, a 
Pennsylvania delegation conferred with 
President Eisenhower, seeking his sup- 
port of a program to bolster the ailing 
coal industry. Among its proposals 
were: a quota system on oil imports, 
greater use of coal in government 
building, and formulation of a “fuels 
policy for the U.S. to insure adequate 
supplies of fuel in both peacetime and 
ee he 

The delegation quoted the President 
as “very responsive” but said he made 
“no definite commitments.” 

Actually, the coal industry's claim 
of damage due to residual fuel oil im- 
ports are highly exaggerated, E. T. 
Knight, petroleum economist for the 
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Atlantic Refining Co., has pointed out. 

“Whereas residual fuel consumption 
increased 44 million bbl., equivalent 
to about 11 million tons of coal, be- 
tween 1947 and 1953, coal consump- 
tion decreased by 120 million tons,” 
he told the Empire State Petroleum 
Assn. last week. 

“It is probably that a large portion 
of this loss resulted from the competi- 
tion of Diesel fuel and natural gas.” 

Gas Hearings Pushed—In a sepa- 
rate, but related maneuver, the coal 
industry and the United Mine Work- 
ers forced Senate Commerce Subcom- 





mittee hearings on S. 1287 by Senator 
Lester C. Hunt (D. Wyo.). The bill 
would ban the exports or imports of 
natural gas if the result would be dam- 
aging to “any segment of a competing 
fuel” or the transportation industry. 
But even the coal industry admitted 
it had a “difficult fight” on its hands in 
attempting to get the bill passed. The 
subcommittee raised an embarrassing 
point right off the bat. If Congress 
passed the bill empowering the FPC to 
bar such exports and imports, wouldn’t 
that eventually force large areas of the 
country, to “convert back” to coal. 


OWIU Paves Way for Wage Drive 


A union group has issued a 
“Financial Analysis of 24 Lead- 
ing Oil Companies,” apparently 
as ammunition for O. A. (Jack) 
Knight when he launches his 
drive for a general industry 
wage hike. 

The Research and Education De- 
partment of Oil Workers International 
Union (CIO), which issued the report, 
says it shows that “fewer men are 
doing more work for the oil industry.” 

Knight, president of OWIU, has 
called the union’s 27-member policy 
committee to a meeting June 4 in 
Cleveland to hear his proposal for the 
wage increase. 

In his statement calling the meet- 
ing, Knight said, “Our argument for 
wage increases should be based on the 
simple fact that fewer oil workers are 


turning out more profits for the com- 
panies.” 

OWIU’s report said it analyzed 
“significant financial facts” for 1952 
and 1953 of 24 companies that pro- 
duce about 60% of the nation’s crude 
oil and do about six-sevenths of the 
nation’s refining. 

Companies listed as covered are 
Atlantic, Continental, Gulf, Houston, 
Humble, Lion, Ohio Oil, Pan Ameri- 
can, Phillips, Richfield, Shell, Sin- 
clair, Skelly, Socony-Vacuum, South 
Penn, Standard of California, Stand- 
ard of Indiana, Standard of New 
Jersey, Standard of Ohio, Sun, The 
Texas Co., Tide Water Associated, 
Union Oil and United Carbon. 

Here is the report in tabular form 
reprinted from the OWIU publication, 
International Oil Worker: 


Significant financial facts for the years 1952 and 1953 about 24 oil companies which do the 
big end of the oil business in the United States are presented below, as analyzed by the 


OWIU Research and Education Department: 


Increase or 
1953 1952 Decrease 
Sales Satie Ne alti $19,921,770,536 $18,824,652,549 Up 5.8% 
Profits before taxes .. 3,167,749,306 2,885 ,238,639 Up 9.8% 
Percentage of sales going into 
profits before taxes .... ae 15.9% 15.3% 
Income and excess profits taxes . . 940,660,607 854,717,406 Up 10.1% 
Percentage of profits paid in taxes 29.7% 28.6% 
Net worth (amount invested) . . 16,334,345,218 15,094,805,257 Up 8.5% 
Net profits after taxes : 2,230,410,243 2,045,341,641 Up 9.1% 
Percentage of sales kept as net 
profits after taxes ................ 11.2% 10.9% 
Percentage of profit return on 
investment (after taxes) 14.8% 14.8% 
Percentage of sales going into 
wages and benefits , 15.4% 15.4% 
Paid out in wages and benefits . . 3,075 275,392 2,899,443,518 Up 6.1% 
Number of employes .... kis 555,639 556,305 Down .1% . 
Average annual wage, including $5,535 $5,212 Up 6.2% 
fringe benefits an 
Net profit made per man-hour 
of labor employed $1.93 $1.77 Up. % 
For each dollar paid out in wages, 
the profit before taxes was $1.03 $1.00 Up3. % 
Crude oil produced, 
RN os eee 3,965,766 3,825,345 Up 3.7% 
Crude runs to stills, 
barrels per day . 5,959,390 5,705,422 Up 4.5% 
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Oil Company Profits Rise 
In First Quarter of 1954 


Combined net earnings of 24 oil re- 
fining companies climbed an average 
of 12.1% in the first quarter of 1954 
over the corresponding period of last 
year. 

Fifteen companies showed individ- 
ual gains, ranging from 1% to 41.5%. 
Declines, reported by nine companies, 
varied from 0.2% to 28.6%. 

Following is a table compiled by 
NPN (earnings in thousands of dol- 
lars): 





Ist qtr. ist qtr. % 
1954 1953 Change 
Atlantic $ 11,025 $ 11,174 — 1.3 
Cities Service 15,612 16,227 — 3.8 
Continental 11,608 10,034 +15.7 
Deep Rock 157 220 —28.6 
Gulf Oil . 38,128 35,629 + 7.0 
Lion Oil 3,468 2,840 +22.1 
Mid-Continent 3,854 3,631 + 6.2 
Ohio Oil 10,185 10,435 — 2.4 
Phillips 19,162 17,755 + 7.9 
*Plymouth Oil 1,919 2,274 —15.6 
Pure Oil 7,112 5,027 +41.5 
Richfield 6,633 6,647 — 0.2 
Shell Oil 33,197 25,532 +30.0 
Sinclair 19,738 16,667 +18.4 
Skelly Oil 7,165 7,245 — 1.1 
Socony-Vacuum 46,000 44,000 + 4.5 
S. O. California. 52,353 42,016 +24.6 
S. O. Indiana 27,706 28,050 — 1.2 
S. O. New Jersey 146,000 126,000 +15.9 
S. O. Ohio 4,461 4,418 + 1.0 
Sunray 6,071 6,130 1.0 
The Texas Co. 50,848 42,681 +19.1 
Tide Water 8,888 8,748 + 1.6 
Union Oil 8,445 7,884 + 7.1 
Totals $539,742 $481,271 +12.1 





* Includes Republic Oil Refining. 


Calso Launches New Gasolines 


California Oil Co. will introduce 
“the world’s first detergent-action auto- 
motive gasolines—premium and regu- 
lar” in the East the week of May 24. 
The company claims the gasolines, al- 
ready on sale in the West, eliminate 
formation of carburetor deposits and 
remove existing deposits, and eliminate 
engine stalling and rough idling due 
to poor carburetion. Promotion is 
planned through outdoor advertising, 
newspaper, radio, television and point 
of sale displays. 


Skelly Markets New Premium 


Skelly Oil Co. is launching a heavy 
newspaper, radio and television adver- 
tising campaign to get motorists to 
“Meet the New Champ”—the “new 
champ” being Skelly Supreme pre- 
mium gasoline. 

Skelly spokesmen say the fuel elim- 
inates pre-ignition knock and was 
created “to answer the demands of 
modern motor car engines with their 
increasingly high compression ratios. 
The company makes no mention of 
additives. 
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Sun Eyes Growth in Canada 


Spearheaded by a drop of 2¢ 
per gal. in its gasoline prices, 
Sun Oil Co., Ltd. has launched 
an intensive campaign to double 
its share of the Canadian gas- 
oline and distillate markets in 
the next three or four years. 

The price drop was announced 
in Canada May 5 “with the most 
intensive advertising campaign 
ever conducted in Canada.” 

Last year the company’s sales in- 
cluded approximately 1,300,000 bbl. 
of gasoline and 1,000,000 bbl. of dis- 
tillates (kerosine and No. 2 fuel oil). 
No change in gasoline quality has been 
made in connection with the price cut. 

To achieve its goal, Sun plans to in- 
crease the number of its company- 
owned dealer-operated service stations 
in Canada from 140 as of Dec. 1, 1953 
to 218 by Dec. 31, 1954. About half 
of the 78 new stations called for in this 
expansion program have already been 
built. The rest are scheduled to be 
completed and in operation by the end 
of the year. There are presently about 
500 stations in Canada selling under 
the Sun brand name. 

Same Market Area—No enlarge- 
ment of Sun’s Canadian marketing ter- 
ritory is contemplated, according to 
Willard Wright, general sales manager 
for the parent Sun Oil Co. That terri- 
tory now covers the lower portion of 
the provinces of Quebec and Ontario, 
and includes the industrial heart of 
Canada along the St. Lawrence River, 
the northern shores of Lakes Ontario 
and Erie, and the eastern shores of 
Lake Huron. 

As its parent company does in the 
U.S., Sun in Canada markets only one 
grade of gasoline—Blue Sunoco. But in 
Canada that single grade has been 
competing in the premium gasoline 
field—both price-wise and quality- 
wise. The lower price brings Blue 
Sunoco into the regular-grade price 
field. But no change in octane ratings 
or in the single-brand policy has been 
made, according to John J. Schafer, 
managing director of the Canadian 
company. 

The January Du Pont survey of mo- 
tor gasoline quality showed that pre- 
mium fuels in Toronto ranged from 
91.7 to 92.5 Research octane number, 
and in Montreal from 91.0 to 93.8. 
Sun’s Blue Sunoco was rated at the 
lower figure in both cities. But it was 
considerably above the range of regu- 
lar fuels—85.5 to 87.3 in Toronto and 
86.1 to 87.13 in Montreal. 


Behind Sun’s Push—Two events tie 
in with the Sun decision to push for a 
bigger bite of the Canadian gallonage: 


1. Completion of Sun’s new 15,000 
b/d refinery at Sarnia, the company’s 
first Canadian refinery, which was offi- 
cially dedicated May 15. 

2. Opening of a new 200-mile prod- 
ucts pipe line between the Sarnia refin- 
ery and Toronto. 

Prior to the building of the Cana- 
dian refinery (Sarnia is about 50 miles 
north of Detroit on the St. Clair 
River), all of Sun’s Canadian market 
was supplied by the parent company’s 
two U.S. refineries—with product be- 
ing shipped by water from the Toledo, 
Ohio, refinery across Lake Erie to Pt. 
Stanley, and from the Marcus Hook, 
Pa., plant to Montreal. 

Refinery Output—The new refinery 
has been designed to produce essen- 
tially gasoline and heating oils. It is 
now being run at 13,000 b/d, and 
yielding close to 7,000 b/d of gasoline 
—although normal operation would 
probably settle down to a yield of 
about 6,000 b/d of gasoline from 13,- 
000 b/d of crude. 

At design capacity of 15,000 b/d, 
the plant will produce over 5,000,000 
bbl. of product annually—more than 
double Sun’s present gallonage in Can- 
ada. Until such time as the Canadian 
market can be expanded to take up 
the full refinery output, excess product 
will probably be barged down to the 
states for marketing. 

Oil to Market—The 8-in. product 
pipe line from the refinery to Toronto 
is a boon to Canadian marketing. In 
the past, being dependent on water 
transportation that was usually frozen 
in for three or four months in the 
winter, Sun had to provide consider- 
able terminal storage facilities. These 
were maintained at Pt. Stanley. Lon- 
don, Hamilton, Toronto, Coburg, 
Morrisburg and Montreal—all sup- 
plied by water routes. 

With the opening of the pipe line, 
the Pt. Stanley terminal has been sold, 
pipe line spurs have been built to serve 
expanded London and Hamilton ter- 
minals, and the Coburg, Morrisburg 
and Montreal terminals are being sup- 
plied by barge from the Toronto ter- 
minal through Toronto’s congested 
traffic to outlying stations. 

The pipe line is owned and operated 
by Sun-Canadian Pipe Line Co., in 
turn owned two-thirds by Sun Oil Co., 
Ltd., and one-third by Canadian Oil 
Co., Ltd. The latter company opened 
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a new 20,000 b/d refinery of its own 
near Sarnia two years ago. The pipe 
line was built to deliver 17,500 b/d of 
product with a single pumping station 
at Sarnia. Capacity can be doubled by 
the addition of more pumping stations. 


Vehicle Registrations 
Show Gain in 1953 


Motor-vehicle registrations in 1953 
rose 5.7% over 1952, reaching a total 
of 56,279,864. This rate of increase 
was more than double the 1951-52 
hike of 2.6%. 

Of the 1953 registrations, 46,460,- 
094 were passenger cars, 9,575,519 
were trucks and 244,251 were buses. 
In these classifications, increases over 
the previous year were 6%, 4% and 
1.6% respectively. 

Motor vehicle travel climbed 5.5% 
over 1952, totalling 540 million ve- 
hicle-miles. Travel was up 62% over 
1941, compared with a gain of 61% 
in registrations. 


TOTAL % 
1952 1953 Gain 

Ala. os, 859,710 777,285 10.6 
Ariz. ad 359,199 330,054 8.8 
Ark. 528,814 505,281 4.7 
Calif. .... 5,504,413 5,154,326 6.8 
Colo. .. 648,641 621,627 4.3 
Conn. a 828,392 789,483 49 
Dela. 0% 133,970 122,232 9.6 
7a 1,300,592 1,178,682 10.3 
Ga. 1,081,403 1,021,722 5.8 
eee 304,062 290,529 4.7 
Til. .... 2,958,824 2,847,961 3.9 
Ind. . 1,610,751 1,529,876 5.3 
la. i eee Lone 868 
Kan. ‘ 957,077 921,476 3.9 
Ky. .. 907,484 855,929 6.0 
ae 816,113 755,590 8.0 
Me. , 296,563 287,525 3.1 
Md. soe 819,897 779,545 §.2 
Mass. 1,421,799 1,376,058 3.3 
Mich. 2,783,122 2,566,628 8.4 
Minn. .. 1,273,122 1,217,201 4.46 
Miss. : 556,725 524,062 62 
Mo. ... 1,385,938 1,332,747 4.0 
Mont. ... 302,302 282,578 7.0 
Neb. ‘2 631,796 619,693 2.0 
Nev 106,645 94,178 13.2 
N. Hamp. 192,228 181,497 5.9 
5. Base 1,836,914 1,746,068 5.2 
N. Mex. . 303,096 271,848 11.5 
ie . 4,176,495 3,980,527 4.9 
4 eee 1,257,004 1,171,015 7.3 
i a 292,703 285,128 2.7 
Ohio 3,166,741 3,021,633 48 
Okla. % 928,551 891,473 4.2 
iS ss hake 744,952 711,982 4.46 
ee .. 3,419,942 3,266,830 4.7 
er tts Ves 280,710 270,983 3.6 
a ¢& 716,329 686,270 4.4 
i ew 307,550 299,909 25 
Tenn. .. 1,047,002 933,900 12.1 
. 3,359,446 3,155,337 6.5 
Utah .. é 292,521 273,313 7.0 
Vt. 128,636 125,875 2.2 
WK uh .. 1,090,721 1,034,011 5.5 
Wash. 1,051,517 988,849 6.3 
W. Va. ; 516,867 497,313 39 
Wis. .«-«e 1,311,518 1,249,265 5.0 
Wyo. e 163,154 156,097 4.5 
Dis. of Col. 192,362 193,657 —0.7 











THE INDUSTRY 


Pennsylvania Truck Tax Hit 


The threat of a special tax be- 
ing slapped on trucks in the 1955 
session of the Pennsylvania legis- 
lature is serious and should be 
fought hard now, the Penn- 
sylvania Petroleum Assn. was 
warned last week in its spring 
convention at Bedford Springs. 

A three-man panel that discussed 
the proposed tax agreed it would be 
bad, not only for truck operators, but 
also for the public and the state itself. 

That would be the case, they de- 
clared, whether it was called a weight- 
distance, ton-mile, axle-mile or travel 
tax. 

The special truck levy is not a 
“revenue” tax but a punitive tax, in- 
sisted William F. Richardson, execu- 
tive secretary of the Associated Petro- 
leum Industries of Pennsylvania. 

It will punish the industry in the 
state, he said, to the tune of $850,000 
a year in added transportation and 
bookkeeping costs, according to one 
oil marketer’s estimate. 

It will punish the consumer because 
some of the added cost of supplying 
him gasoline, for example, will have 
to be passed along to him, said 
Richardson. 

And states that have tried it, he 
added, have found the cost of ad- 
ministering it to be prohibitive. Since 
1937, he pointed out, 10 states have 
killed or modified special truck tax 
laws. 

Cost to Truckers— Under New 
York’s ton-mile law, Richardson said, 
the annual tax for a 27,000-lb. (gross 


Shell Tank Tops 100,000-Bbl. Mark 


weight) truck ranges from $190 if the 
truck travels 20,000 miles, to as much 
as $570 if the truck travels 60,000 
miles. The range for a four-axle tractor 
semi-trailer is from $300 to $900. 

Why It’s Unfair—Edward Gogolin, 
general manager of the Pennsylvania 
Motor Truck Assn. said the tax is: 

1. Basically wrong because it fails 
to recognize the fact that road con- 
struction and maintenance costs don’t 
rise in proportion to vehicle weight, 
and takes no account of either differ- 
ence in service performed by vehicles 
(taxicab vs. truck, say) or the fact that 
the large truck, with all its cargo ca- 
pacity, requires less room on the high- 
way than the several automobiles it 
takes to reach the equivalent in carry- 
ing space. 

2. Unfair because it penalizes the 
more efficient vehicle, discriminates 
against a relatively small group of 
highway users, and _ discriminates 
among truck operators—the miller 
who hauls a load of feed pays the tax, 
the farmer doesn’t. 

3. Bad for the state because it up- 
sets reciprocity, and drives carriers to 
locations in other states. 

Farmers Hurt, Too—C. E. Wool- 
ever, Catawissa, Pa., feed mill opera- 
tor, declared the special tax even dis- 
criminates among farmers. The farmer 
pays no tax when he hauls something 
to market himself. But the farmer who 
isn’t able to afford a suitable truck 
pays the special tax in added shipping 
costs or a lower selling price. 





One of the largest gasoline storage tanks in existence is this expansion roof tank 
at Shell's pipe line terminal at Argo, Ill. Built by Graver Tank & Mfg. Co., it 
measures 140 ft. in diameter and 40 ft. in height, with a capacity of 109,500 bbl. 
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INDUSTRY BRIEFS 


“Piggy-Back" Hearing Set—The In- 
terstate Commerce Commission has 
set June 28, for oral arguments on 
the subject of hauling loaded truck 
trailers on railroad flat cars. 


Multipump Study Issued—A study of 
the multipump service station move- 
ment has been issued by the Univer- 
sity of New Mexico. Copies of Multi- 
pump Filling Stations: An Economic 
Appraisal, by Howard V. Finston, 
$1.25, are available from the Bureau 
of Business Research, University of 
New Mexico, Albuquerque. 





Station Sales Increase—Sales at U. S. 
gasoline service stations totalled $920 
million in April, an increase of 1% 
from March, and up 8% from April, 
1953, according to Commerce Depart- 
ment estimates. 


Credit Card Sales Up—Standard of 
California reports that 50% of sales 
made at dealer and company-operated 
stations are done on credit. Standard, 
which introduced the “charga-matic” 
plate credit system, said that credit 
card sales increased 19% in 1953. 


Refinery Contracts Let—Southwestern 
Engineering has the contract for con- 
struction of a 1,000-b/d UOP Plat- 
former and a 2,500-b/d naphtha frac- 


_ tionating unit for Naph-Sol Refining 


Co., Muskegon, Mich. 


Twin Reformer Planned — Bechtel 
Corp. has been awarded the contract 
for design and construction of twin 
catalytic reforming plants at the Rich- 
mond and El Segundo refineries of 
Standard Oil Co. of California. The 
plants are part of the nucleus of a $30 
million refinery program designed to 
hike gasoline quality and octane. 


Tank Car Write-Offs—Cities Service 
Oil Co. has received the largest of 
three tank car tax write-offs approved 
by the Office of Defense Mobilization. 
The Cities Service grant was for $1,- 
054,400 at 70%. Others were Ethyl 
Corp., $452,000 at 70%, and Walter 
Haffner Co., Mobile, Ala., $19,500 
at 70%. 


Solving Preignition—Petroleum refin- 
ers have the primary responsibility for 
solving the preignition problem, oil 
and automotive spokesmen agreed at 
the American Petroleum Institute Re- 
fining Division meeting in Houston last 
week. A new engineering technique 
developed by Standard Oil Develop- 
ment Co.—Model II Fluid Hydro- 
forming—was reported. The system 
(applicable to producing higher octane 
gasoline) reduces need for 60% of 
heat supplied through external equip- 
ment and saves 20% in costs. 
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MARKETING ASSOCIATIONS 


Intermountain Jobbers Rap Price Policies 


In a convention sparked by discussions of a current gasoline price 
war in their own backyards, some 40 Utah and Idaho petroleum job- 
bers met in Salt Lake City May 13-14, formally organized the Inter- 
mountain Oil Jobbers Assn., then voted unanimously to seek affiliation 


with the National Oil Jobbers 
Council. 

The new association will blan- 
ket all of Utah eventually, and 
portions of Wyoming, Colorado, 
Idaho and Nevada comprising 
the territory served by refineries 
in the Salt Lake City vicinity. 


Howard J. Williams of Salt Lake’s 
Williams Oil Co. estimated that 140 
jobbers operate in the area, which ex- 
tends from the Continental Divide on 
the east to Winnemucca, Nev. on the 
west, north to Boise, Idaho, and south 
to Las Vegas, Nev. 

The convention, held at the Hotel 
Utah, gave organizational strength to 
a group of jobbers who began form- 
ing an association in July, 1953. Arvin 
(Jack) Grant is executive secretary of 
the group, with offices at 345 S. State 
St. in Salt Lake City. 

In addition to voting to affiliate as 
a unit of NOJC, the Intermountain 
jobbers heard national problems spot- 
lighted by NOJC General Counsel 
Otis H. Ellis; NOJC President Roy 
J. Thompson; Secretary-treasurer E. 
Keith Edwards of NOJC and L. T. 
White, manager, business, research 
and education, Cities Service Petro- 
leum, Inc. 

Jobbers Share Blame—Speaking in 
a city in which a price war has driven 
regular gasoline down to 23.9¢ a gal. 
(ex 7¢ state and federal taxes), Ellis 
drew heavy applause with the state- 
ment that the time may be at hand to 
seek the legal separation of production 
and retailing facilities of the industry’s 
major companies. However, Ellis like- 
wise made clear his belief many diffi- 
culties now faced by jobbers are of 
their own making. 

“The days of the gasoline jobber are 
numbered unless he becomes a more 
efficient operator,” the NOJC counsel 
warned. “There is the factor that the 
tank-truck and trailer is bypassing the 
bulk plant, the problem of the major 
brand, the individual brand, the un- 
branded gasoline. There is much to be 
done on these matters—but you can 
no longer operate out of a cigarbox 
without an awareness of costs,” he 
said. 

An Intermountain Oil Jobbers Assn., 
operating properly, would assist mem- 
bers “to operate in a decent, respect- 
able manner, and educate members in 


stabilizing their positions,” Ellis said. 

Told from the floor that some major 
refineries in the area are “selling out 
the back door at one price and flying 
a different price flag out front,” Ellis 
declared that, with the proper organi- 
zational backing, “it might not be too 
long before they end up at the Federal 
Trade Commission.” 

But he urged realization that “the 
coming of the truck, coupled with an 
excess of supply, are important factors 
in the present situation.” He foresaw 
no means of “eliminating the truck,” 
but declared “ways may be found to 
end this pouring of supplies on the 
market wild, ways to get the market 
back in balance.” 

Utah Not Alone—Commenting on 
reports major refineries were using 
“back door” price methods, and that 
jobber growth is impossible with mar- 
gins minimized, he termed the problem 
“by no means isolated to this area.” 

On the national level, the NOJC 
counsel declared, “We have given 
these boys about as much as we can, 
have co-operated about as long as one 
side should be expected to co-operate, 
and we are not going to be co-operated 
right out of the ball park. 

Divorcement—"If this business of 
slopover gasoline, and one price to 
you and one price to me continues, 
along with overexpansion of retail out- 
lets, jobbers may have to take a rough- 
er attitude. We have held off advocat- 
ing divorcement till now, but perhaps 
divorcement must now be considered,” 
Ellis declared. 

But he cautioned Intermountain job- 
bers, in setting up their organization 
that “you can’t write a prescription to 
solve all problems, and remember you 
don’t sell solely on price—remember 
other services.” 

Roy J. Thompson, Chicago, NOJC 
president, traced the growth of the 
national group, and the manner in 
which it sought to co-operate with 
other segments of the petroleum in- 
dustry. The strength of such a “grass 
roots” organization cannot be over- 
looked, he declared. 

NOIJC secretary-treasurer Edwards 
reported on “tools” provided for mem- 
bers by the Illinois unit, displaying 
such items as gallonage books, adver- 
tising kits used to boost fuel oil sales 
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and the state organization’s magazine. 
The new regional organization, along 
with the national group, can work for 
better margins, take specific action on 
legislation and similarly improve the 
position of jobber-members, Edwards 
assured the convention. 

In addition to sporadic price wars, 
members of the new group point out 
they are confronted by growing legis- 
lative demands for a cut in the present 
3% evaporation loss provision in Utah 
taxes, and find themselves in a region 
where independents do some 10% of 
the business—and with major refiners 
apparently irked by that fact. 


FINANCIAL 


Co-op Oil Business 
Up 12% in 1951-52 


Farmer co-operatives handled a 
gross oil products business of almost 
$654 million during the 1951-52 crop 
year, up about 12% from the $585 
million total for the previous crop 
year, according to an Agricultural De- 
partment study. 

Here are some details of the report: 

Gross value of oil products handled 
by 1,952 purchasing associations 
amounted to $586 million. A total of 
1,896 local associations accounted for 
$309 million of this business and 56 
regional groups for the $277 million 
balance. 

More than $218 million of the re- 
gional association volume represented 
business with other co-ops. 

Grain associations were next in 
line in oil products handling, with 
426 associations reporting a gross busi- 
ness of almost $55 million. 

Of this, 416 local associations had 
a volume of more than $33 million, 
with the remaining $21 million going 
to 10 regional associations. Regional 
groups did more than $14 million of 
their business with other co-ops. 

Fifty-nine dairy associations handled 
a gross oil products volume of more 
than $4 million. Of this amount, 54 
locals accounted for over $3 million. 
Almost all the $1 million handled by 
regional associations represented pur- 
chases by individual producers. 

Minnesota led in net value of pe- 
troleum products handled, with a vol- 
ume of almost $51 million. Illinois 
followed closely with $49 million, and 
lowa was third with $36 million. 
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Ward Davidson 


TANK TRUCK PANEL discusses formation of shipper coun- 
cils at National Tank Truck Carriers meeting in Cincinnati. 
Taking part are D. G. Ward, Matheison Chemical Corp.; L. C. 


Knudsen 


Short Ohle 


Davidson, Cities Service Oil Co. of Delaware; Moderator James 
K. Knudsen, Interstate Commerce Commission; Sam B. Short, 
Esso Standard Oil Co.; W. D. Ohle, Sinclair Refining Co. 


Tank Truck Shippers Eye Council Plan 


Ten years from today tank trucks will be hauling five times the 
volume they are now transporting. And tank truck shipper councils 
may be a new development in the predicted growth. 

This was the hub of discussion at the National Tank Truck Car- 


riers meeting in Cincinnati, May 
6-8. In addition truckers heard: 

e Oil will contribute only 
about 20% of the expected 10- 
year increase, with chemicals 
and other liquids far ahead. 

e To stay competitive, today’s 
tank truck operator will have to 
diversify his facilities and opera- 
tions to include a variety of 
products. 

e The plastic tank may grow 
in importance as new resins are 
developed to make these tanks 
more competitive with steel. 

A panel of traffic managers aired the 
question of establishing tank truck 
shipper consulting councils. Under 
Moderator James K. Knudsen, mem- 
ber of Interstate Commerce Commis- 
sion, the panel made these observa- 
tions: 

D. G. Ward, director of transporta- 
tion, Mathieson Chemical Corp. 
There is need for tank truck shipper 
councils. “You are about 10 years be- 
hind times because you are primarily 
petroleum haulers instead of transpor- 
tation companies. You have over- 
looked the fact that your primary in- 
terest is transportation.” 

Petroleum haulers should expand 
their operations into other fields, such 
as chemicals, dry products, food, etc. 
Diversfication is needed. 

Tank truck shipper councils can 
contribute to such things as rate stud- 
ies, seasonal distribution problems, 
customer service, etc. 

L. C. Davidson, traffic manager, 
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*4 ps 
Cities Service Oil Co. of Delaware— 
Tank truck-shipper councils should be 
organized on a regional or area basis, 
possibly comparable to the five PAD 
districts. Purpose of the council should 
be to promote economic and efficient 
transportation and study distribution 
problems. Two meetings a year should 
be held by each council and councils 
should be shipper-sponsored. 

Sam B. Short, district traffic man- 
ager, Esso Standard Oil Co.—Councils 
would have a limited scope of opera- 
tion but would include such subjects 
as taxes, rates, insurance, etc. 

W. D. Ohle, general traffic manager, 
Sinclair Refining Co.—There is little 
or no need for tank truck-shipper coun- 
cils insofar as the hauling of oil is con- 
cerned. Furthermore, discussion of 
rates by such an agency would be 
taboo. Neither tank truck operators 
nor shippers operate on a uniform 
basis, therefore shipper and trans- 
porter relations must be on an indi- 
vidual basis. 

Knudsen asked Ward, “Do you mean 
a change from tank truck to common 
carrier? Or do you mean expansion 
of operation to include movement of 
dry chemicals and similar products?” 

Ward replied that the field of expan- 
sion is almost unlimited—food, wine, 
liquor, chemicals, milk, etc. Ten years 
from now tank truck operators will 
transport five times the volume they 
do today with petroleum a diminishing 
factor. Of the 10-year increase in vol- 
ume, about 80% of the gain will come 
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from chemicals and other liquids, with 
oil accounting for the remaining 20% 
of the increase. 

He added that he favored formation 
of councils within the organization of 
NTTC. 

He also said establishment of coun- 
cils according to PAD districts would 
not serve the chemical industry. 

Knudsen said one of the biggest 
problems in the next five years will be 
that of petroleum hauling rates. “It is 
a serious situation,” he said. 

John Ruan, Ruan Transport Corp., 
and NTTC retiring president—Compe- 
tition will take care of rates. Tank 
truck-shipper councils should and 
could promote such things as keystop 
deliveries, general shipping practice 
improvements, night deliveries, direct 
deliveries, etc. 

By a show of hands, to a question 
from Mr. Ruan, NTTC members indi- 
cated they were in favor of formation 
of tank truck-shipper councils. How- 
ever, no Official action was taken. 

Plastic Tanks—Emory H. Trussell, 
American Cyanamid Co., described the 
plastic tank now being used on one 
P. B. Mutrie Motor Transportation 
truck and reported tests of the tank in- 
volved 20 times the stress encountered 
in normal service. 

He revealed his company now has 
developed a new resin which is an im- 
provement over the type used in the 
Mutrie tank. 

J. A. Roberts of Mutrie said the 
plastic tank, which is company placed 
in operation in hauling formaldehyde 
in August, 1953, has proved “entirely 
satisfactory.” He declared gasoline and 
Diesel oil are among products which 
can be hauled. The plastic tank, he 
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WHEN A HOSE IS MADE WITH NEOPRENE... 


You can depend on it for every job 





CARGO LOADING HOSE 
made with neoprene is lightweight .. . 
sets service records in handling oil prod- 
ucts and many chemicals. Smooth-bore 





resists the softening and 
swelling action of fuel oils, 
gasoline, solvents, and 
most chemicals. Smooth 
and tough, it assures a fast 
flow rate . . . does not 
develop mushy spots that 
weaken hose, 





CURB PUMP HOSE 
with neoprene tube and cover delivers 
long, trouble-free service. The neoprene 
cover resists abrasion, sunlight and 

















TANK TRUCK HOSE 
of neoprene can take rough handling with- 
out chipping and cracking .. . gasoline 
and oil products won't soften the tube. 


NEOPRENE 
COVER 


withstands dragging over 
rough surfaces, even 
when wet with oil. This 
rugged cover resists 
cracking, sunlight, and 
weathering. 











FUEL OIL HOSE 
with neoprene cover withstands dragging 
over rough surfaces, even when wet with 
oil. Neoprene tube resists the softening 


neoprene tube has fast flow rate. weather . . . is flexible, easy to handle. and swelling action of fuel oils 


commitments. So next time you 
reorder, specify hose made with 
a neoprene tube and cover. 


TODAY’S INCREASED DEMAND 
for petroleum productsis throw- 
ing a heavy load on delivery 
equipment. And hose made with 
tube and cover of Du Pont neo- 
prene is doing its share—effi- 
ciently handling millions of gal- 
lons of gasoline, oil, and chem- 
icals under rugged operating 
conditions, year after year. 


You'll find neoprene will help 
in keeping maintenance costs 
low by reducing replacements. 


FREE / THE NEOPRENE NOTEBOOK 


Every issue contains illustrated case histories, in- 
teresting stories, new applications of neoprene. 


Clip and mail this coupon to E. |. du Pont de e 4 
Nemours & Co. (inc.), Rubber Chemicals Division & , 
NP-5, Wilmington 98, Delaware See / 


Name 


NEOPRENE 


The rubber made by 
Du Pont since 1932 


Position 





Firm 


Address 


Such reassuring dependability 
is essential in meeting tight pro- 
duction schedules and delivery 








BETTER THINGS FOR BETTER LIVING 
THROUGH CHEMISTRY 
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NEW WEIGHT-SAVING WARREN DUAL MANIFOLD VALVES 


PROVIDE GREATEST FLEXIBILITY 


FOR CARRYING SPLIT LOADS 
..- FOR FASTER UNLOADING 


WITH COMPLETE SAFETY 


Easy to Order 
No drawings 

or complex 
engineering 
information 
necessary to get 
the precise 
fabrication needed 
for your 
requirements. 


Check these features 
Guaranteed performance 
Complete safety 
More compact 
Lightest weight 

(Square design provides 14% 
weight savings even over 


lightweight WARREN 
cylindrical construction) 


Fewer joints, flanges 
and gaskets 


No leaks between valves 
Meets all state 


BE SURE TO 
SPECIFY 
New WARREN 
Dual Manifolds 
For Your New 
Equipment 


EXCLUSIVE SQUARE DESIGN 
Protected by U.S. Patent 

No. 2557177. Other patents applied 
for. WARREN DUALS are also available 
in the original cylindrical design. 


WARREN DUAL MANIFOLD VALVES provide the 

greatest flexibility in piping arrangements for 
carrying and discharging split loads faster—and with complete safety! 
That’s why cost-conscious transporters are standardizing on new, 
compact lightweight DUALS on their trucks and trailers. 


Look what you can do with Duals: ¢ 


@ You can unload two compartments, 
each with a different product, at one 
time without danger of mixing. 


@ You can meter out from either mani- 
fold or gravity out through one manifold 
while metering out through the other. 


@ You can discharge any or all compart- 
ments through the top manifold or any 
or all compartments through the bottom 
manifold, simultaneously if you wish, 
making it unnecessary that different 
grades of products be loaded in any 
specific compartment or sequence. 





@ You can unload with two hoses from 
any or all compartments when loaded 
with one product. 


And with WARREN DUALS you can do 
all of this with new, higher rates of flow, 
with complete drainage of the manifolds, 
and with minimum valve manipulation! 
In addition, the unique DUAL design re- 
duces the number of valves, flanges, gaskets 
and connections to an absolute minimum. 


For better, faster, safer transporting and 
unloading, get the flexibility and the 
savings in weight, time and money pro- 
vided only with WARREN DUAL Manifolds! 





Write today for complete information! 


requirements oe 


MANUFACTURERS OF WARREN SNAP SEAL 
SAFETY LAMPS AND CUSTOM BUILT MACHINERY 
bie : = q roar “ a e ek. 
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TRANSPORTATION 


said, offers a tank competitive with 
stainless steel. 

Mutrie plans to build another plas- 
tic tank, using the new resin developed 
by American Cyanamid Co. This tank 
will be lighter, have greater capacity 
and be more streamlined. 

Mr. Trussell said that currently use 
of all-plastic tanks for hauling gasoline 
and other volatile liquids does not ap- 
pear feasible in the immediate future, 
though work is being done in that di- 
rection. 

Safety—In presenting safety awards 
to 15 tank truck operators, E. G. Cox, 
chief, ICC Section of Safety, reported 
there was an 11% drop in fatalities 
among trucking operations in 1953 
and a 10% drop in fatal accidents, as 
compared to 1952. He rapped oil haul- 
ers who exceed driving hours and vio- 
late safety rules applying to vehicles 
themselves. 

In committee sessions, sentiment 
was expressed in favor of concentrat- 
ing on safety programs rather than 
rodeos. Consensus was that while 
truck rodeos have public relations 
value, safety is more important. Some 
tank truck operators voiced opposition 
to establishing a separate class for tank 
turcks in truck rodeos. 

A suggestion also was voiced favor- 
ing the award of personal cards for 
drivers with fleets which win safety 
awards. Consensus was that the wallet 
card indicating a driver is a part of a 
“safe-driver winning fleet” is of tre- 
mendous value in promoting driver in- 
terest in safety. 


MSTS Tanker Layup Urged 


An oil man has called on Congress 
to scuttle Military Sea Transportation 
Service tanker operations. 

Gordon Duke of Southeastern Oil 
claims “there is not one valid reason 
for MSTS’ tanker operations” and “at 
least half of the MSTS tankers could 
be withdrawn from service at once 
possibly all of them.” 

In a statement filed with the House 
Merchant Marine and Fisheries Com- 
mittee, Duke charges that the military 
has been using the privately-owned 
merchant marine “as if it were a stand- 
by defense facility, to be given cargo 
and passengers on a what’s-left-over 
basis.” 

He said placing government-owned 
tankers in a defense reserve would be 
in the “national interest” because it 
would cost the taxpayer less, would 
provide a badly needed tanker reserve 
and would in no way “weaken” the 
MSTS staff nucleus. 


ACE 
RICHFIELD USES HYDROGEN FOR PE 


ROGEN 
WERED! 


shone 1 give you 1°P 
101 different mytrom o 
benefit of over 
miicage 


MEADUNES today because of its vast 
Richfeld Ethyl 101 PLUS 


solune’s vast power 


HYDROGEN MAKES 
And u's hydrogen © 
ominbutes © quch of this 9 
efhcrent powt! 
Hydrogen is the most : Powered’ 
Authonives state = You get this power efficvency 1° . schbeld Dealer for 101 PLUS -Mytroger 
Cen ini PLUS. Inits special blend you wet 
Richheid Exhy! | 


yoo 
ont ae ae 


that © 


A Powerful Campaign 
behind a Powerful Gasoline 


Richfield’s new promotion campaign is big news because it ties in 
with important news headlines of the day. 


Important, too, is Richfield’s policy of giving personal assistance 
and guidance to its independent distributors. Richfield personnel 
and officials are constantly ready and willing to aid in the solving of 
the special problems of independent Richfield distributors. 


It may pay you to find out soon why the number of independent 
Richfield distributors keeps growing. 


Write, wire or phone... 


RICHFIELD 


OIL CORPORATION OF NEW YORK . 


| 542 FIFTH AVENUE, NEW YORK 36, N. Y. 
| Serving the Eastern Seaboard from Maine through Florida 
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TRAINING 


ROUNDTABLE TALKS by jobbers, consignees and sales representatives hold key to Sinclair retail selling plan 


How Sinclair Helps Dealers Sell More 


Sinclair has put more than $200,000 into a tailor-made program 
that is turning 3,300 jobbers, consignees and sales representatives 


into proficient business counselors. 


It is a measure Sinclair refining Co. hopes will be its solution to one 


of the most vexing problems in 
oil marketing: Helps service 
station dealers get the most out 
of their business. 

Sinelair’s jobbers, consignees 
and sales reps are being taught 
to give personalized training to 
dealers. 

“You can’t sell the Dealer if 
he doesn’t sell the Motorist” is 
a slogan boldly printed on a 
Sinclair letterhead. Better dealer 
selling and management prac- 
tices are the aim of Sinclair's 
retail selling program. 

Is Sinclair’s investment paying off? 
The answer won't be known until 
after October when the training winds 
up. But this week, with the program 
at the half-way mark, Sinclair had 
some good news. 

Response among the contact men— 
the jobbers, consignees and sales reps 
—exceeded expectations, Sinclair says. 
It’s too early to appraise the results 
among dealers, but initial reports are 
encouraging to Sinclair. 

Take a case in Tulsa, for example. 

When Sinclair sales representative 
O. F. Ramsey pulled up to the gaso- 


line pumps, he knew he was in for 
trouble. The dealer had a glum, de- 
spondent look. After only _ three 
months at the station, his bank ac- 
count had plummeted. He couldn't 
even break even. He was quitting. 

But Ramsey, thanks to his Sinclair 
training, was ready to offer the dealer 
real help. Tactfully, he persuaded the 
dealer to go over his inventory and 
records with him. He turned up some 
startling facts. The dealer, unknow- 
ingly, had twice as much credit as he 
thought he had. 

His inventory, meanwhile, had 
jumped to more than $1,000. Some of 
the accounts he collected never even 
reached the cash register. 

In short order, Ramsey showed the 
dealer how to set up a complete record 
system. He gave him some Sinclair- 
supplied forms, and showed him the 
advantages of making out a monthly 
profit and loss statement. 

At last report, Ramsey’s dealer was 
a happy man—showing a real profit. 

And Sinclair’s program has paid 
dividends elsewhere. 

In southeastern Texas, a Sinclair 


consignee offset a 20,000 gal. (agency) 
loss by using know-how gained in his 
Sinclair training. In Macon, Ga., job- 
ber Reginald Trice, president of the 
Trice Oil Co., took a training sugges- 
tion and had dealers out successfully 
soliciting business in the neighbor- 
hood—many of them for the first 
time. 

Direct Training a Problem—Like 
other major suppliers, Sinclair, for 
years, has tried to point out smart 
retail practices to its dealers at annual 
dealer meetings. But partly because 
most of the weaker dealers stayed 
away from these meetings, Sinclair’s 
efforts didn’t really reach them. 

More important, Sinclair realized 
that rarely do two dealers in the same 
area have exactly the same problem. 
A dealer might pump 20,000 gal. in a 
highway station compared to another 
with 15,000 in a residential section, 
where the opportunity is unlimited for 
long-term selling of a full line of prod- 
ucts and services. 

No one retail selling program, con- 
ducted at annual meetings, could pos- 
sibly pay off on both dealers. 


TRAINING THE TEACHERS 
So Sinclair took a new tack. 
Instead of talking sales and manage- 
ment to dealers at dealer meetings, 
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VISUAL AIDS help explain fundamentals of plan 


when many of them stayed away, 


Sinclair decided to train the jobbers, 
consignees, and sales representatives 
—the men who see the dealers day by 


day—to do the talking. Who was in 
a better position to observe and an- 
alyze dealer problems, and give help 
to each dealer who needed it? 

Sinclair still holds dealer meetings 
in fall and spring—primarily as dealer 
pep-up sessions, to introduce new 
products and persuade dealers to tie- 
into national advertising campaigns. 

But from now on, to point the way 
to more profitable dealer retailing, 
Sinclair will put major emphasis on 
the individual approach. 

From their long experience, most 
Sinclair consignees, jobbers, and sales 
representatives had a pretty good idea 
what makes a service station tick. But 
heretofore the company had no formal 
training program to turn salesmen 
into counselors who could spot a 
dealer’s weakness and have the tools 
to help him. 

Six Key Subjects—For training pur- 
poses, Sinclair decided to concentrate 
on six key subjects—the backbone of 
successful and profitable service sta- 
tion operation. 

1. Management ffor Profit: 
Sound business practices of book- 
keeping, hiring, etc. 

2. Stock: The what, when and 
how of profitable stocking. 

3. Equipment: The care and 
use of all station equipment, and 


how to add more equipment for 

extra revenue. 

4. Other Revenue Services: 
Automatic transmission, power 
steering, tire and battery, car 
wash, etc. 

5. Sales Exposure: Station ap- 
pearance and cleanliness, product 
display, lighting, etc. 

6. Selling: Courtesy, interest, 
product knowledge, and persua- 
sion. 

The last two subjects, of paramount 
importance, are to be saved until the 
end of the training course because, of 
all six they were the most glamourous 
and eagerly awaited by the trainees. 

With the subject matter clearly es- 
tablished, Sinclair began to look for 
a method of instruction. 


ROUNDTABLE CONFERENCE 
The company decided on the meth- 
od of the guided conference. 
Conferences would get better re- 
sults than formal lectures, for this was 
to be a chance, informally, for sales- 
men to swap ideas, to keep alert, to 
learn. No one person was going to do 
ail the talking. In an atmosphere of 
give and take the meat of Sinclair’s 
six subjects would really sink in. 
Lacking proper guidance, however, 
conferences of this type can often 
degenerate into points of real disorder. 
So Sinclair had first to find the right 
leaders to guide the conferences to 
train the jobbers and salesmen to 
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FINAL STEP is using know-how to help the dealer 


counsel dealers. 

Field Men Hold Key—First Sin- 
clair toyed with the idea of calling 
in outside help. But then it took a 
step it has never regretted. From each 
of Sinclair's 50 national areas, two 
men were chosen to lead the confer- 
ence meetings in their particular areas. 
These handpicked leaders were usually 
supervisors of retail sales or assistant 
area managers. 

Before beginning conferences in the 
areas, each conference leader was 
called to his district headquarters for 
indoctrination in conference leader- 
ship. To make things easier, each man 
was given a 112-page “Conference 
Leaders Guide,” to point a_ path 
straight through Sinclair’s six major 
subjects. Periodically, at the district 
level, conference leaders learned—and 
still learn—the six subjects backwards 
and forwards. 

But it is at the area level, where 
jobbers, consignees and sales repre- 
sentatives sit down together, that the 
vital part of Sinclair’s retail training 
program takes place. 

Area conferences are held two days 
every two months for a total of 12 
days a year. At each two-day confer- 
ence session one of Sinclair’s six sub- 
jects is fully covered. 

Similar conferences are conducted 
for Sinclair subsidiaries: Sherwood 
Bros., of Baltimore, and the Stoll Oil 
Co., of Louisville. 

Conference in Session—This week, 





TRAINING 


many conferences in the 50 Sinclair 
areas are tackling the fourth subject 
of Sinclair’s station curriculum: Other 
Revenue Services. 

The conference scene is generally a 
hotel meeting room. Around a long 
table sit jobbers, consignees, and sales 
representatives. They’re all there with 
expenses paid by Sinclair. Some have 
rolled up their sleeves the better to 
pitch. 

For the conferees it’s like being 
back in school, only here everyone 
plays teacher. As each man lays out 
his retailing knowledge and experience 
on the table, everyone benefits. At 9 
a.m. the meeting comes to order. 
There’s an hour out for lunch. Some- 
times the meeting is still in session 
long after the 5 p.m. official quitting 
time. 

Sinclair provides the last word in 
training media for these meetings. Be- 
hind the table stands a big flannel 
board, to which the conference leader 
attaches telling symbols to put acrogs 
his points. Overhead projectors, sound 
and slide films are used. To nail down 
any problem are countless case his- 
tories of dealers. Pamphlets and books 
prepared for Sinclair by training spe- 
cialists in Detroit cover every phase 
of the program. 

As in school, too, there are the in- 
evitable quizzes. But not so much to 
grade conferees as to spark discussion. 
Questions cover the entire training 
program. On personnel: Dealers should 
have some sort of an incentive plan 
—even if it’s only a straight commis- 
sion. True or false? On management: 
When a dealer’s sales are off you 
should make out a balance sheet. True 
or false? On lube services: Gasoline 
should be used for cleaning front 
wheel bearings. True or false? 

Not all questions are so simple. 

Information Exchange—The most 
fruitful parts of each conference are 
the discussion periods. Here the con- 
ference leader gives the conferees free 
rein, unless the discussion gets too far 
afield, in which case he politely steers 
it back. To keep things informal at 
this point, Sinclair insists that con- 
ference leaders stay seated. 

A conference discussion of this 
week’s “Other Revenue Services” runs 
something like this: 

A sales representative is talking: 
“My dealers say changing shock ab- 
sorbers is too darn much work. They 
don’t want to put in all that costly 
equipment.” 

To which a jobber replies, “No, 
wait a minute. It only takes a crescent 
wrench, a screwdriver and 15 to 30 
minutes of time to change ‘em.” 

When the conference is over, the 
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sales representative will have some- 
thing to tell the dealers. 

Or there is the jobber who says a 
dealer of his won’t accept wheel 
alignment or motor tune-up work be- 
cause of financial considerations. 

“I know a dealer who had the same 
complaint,” says a sales representative. 
“But he accepted the work, farmed it 
out, and made some profit at least. 
Most important—he satisfied the cus- 
tomer.” 


RESULTS BACK HOME 


When each two-day conference is 
over, the conferees go back into their 
territories and put into practice what 
they have learned. 

Already, says the company, jobbers, 
consignees and sales representatives 
are thinking of individual service sta- 
tions in terms of the training subjects 
covered. Is the problem personnel? 
Could some additional tire or battery 
equipment cut down work? Would a 
dealer record of customers’ mileage 
increase the likelihood of future sales? 
Like good doctors, Sinclair salesmen 
are being trained to diagnose a dealer’s 
difficulty and prescribe a cure. 

Some Rough Spots—Like all such 
programs, however, Sinclair’s is not 
without a case of occasional resistance 
on the part of some dealer. A few 
dealers with an attitude of you-run- 
your-business-and-I’ll-run-mine refuse 
to co-operate. And recently there was 
a green young salesman who bluntly 
asked to inspect the dealer’s books. He 
was just as bluntly advised: “Nobody 
but me and Uncle Sam inspects these.” 

Cases like this are rare. Most often, 
things work out as they did for O. F. 
Ramsey and his dealer. By next Octo- 
ber, when jobbers, consignees, and 
sales representatives will have com- 
pleted the sixth and last subject— 
“Selling”—Sinclair expects its weaker 
dealers to be better dealers—dealers 
who sell a lot more Sinclair products. 

Company Appraisal—Sinclair says 
it’s still too early to look for signs of 
increased sales. But the company sees 
the selling plan right now as a strong 
tool to persuade top-grade competi- 
tive dealers to come under the Sinclair 
franchise. 

With its training machinery set up 
and a corps of skilled conference 
leaders available within the company, 
Sinclair already contemplates similar 
training packages for the future in fuel 
oil, truck, bus, and contractor sales. 

The retail selling plan ties in neatly 
with Sinclair’s long-range plans for ex- 
panded oil production, refinery capac- 
ity, and research. It’s a sure way, say 
company men, to build up Sinclair’s 
product gallonage. 


Indiana Standard Asks 


‘Detroit Case’ Ruling 


Standard Oil Co. (Indiana) has filed 
a. petition with the Federal Trade 
Commission questioning whether there 
is any valid order now in effect in the 
“Detroit Case,” which has been argued 
from court to court and before FTC 
for 14 years. 

The petition suggests that FTC can- 
not in good conscience send the case 
back to court without first making 
sure that its own findings conform to 
the law as presently construed. 

Empire State Petroleum Assn. and 
the Ohio Petroleum Marketers Assn. 
plan to file intervening petitions soon 
to support the Indiana Standard argu- 
ment and to point out harmful effects 
the order would have on oil jobbers. 

In January, 1951, the U.S. Supreme 
Court upheld Standard’s contention 
that good faith is an absolute defense 
to the charge of discrimination under 
the Robinson-Patman Act. This is a 
reversal setting aside FTC’s 1946 or- 
der charging the company with price 
discrimination. 

Thomas E. Sunderland, Indiana, 
Standard general counsel, said the 
commission’s 1953 order is void be- 
cause FTC entered a revised and ex- 
panded order, although the Supreme 
Court had sent the case back merely 
for new findings as to the company’s 
“good faith.” 

He said the commission was not au- 
thorized to impose broader prohibi- 
tions than those contained in the orig- 
inal order. 

The present petition claims that 
findings as revised by the commission 
are designed to circumvent the Su- 
preme Court’s ruling and are in con- 
flict with the commission’s recently 
stated views as to the law’s application. 

The petition also says FTC failed to 
give proper weight to the FTC trial 
examiner’s findings that Standard had 
acted in good faith when it lowered 
prices to certain Detroit jobbers in 
order to keep them as customers. 
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HE EVER-TITE No. 99 Coupler—an 

entirely new development in coupler 
operation—includes the specific feature 
of a sight gauge which shows from every 
angle that delivery has been completed. 
It also embodies such great adaptability 
that it meets every requirement for tight- 
fill deliveries to underground storage 
tanks, and can be used with a manhole 
as small as 6%” in diameter. 


How It Works 


This new Ever-tite Coupler is used with 
the No. 97 Ever-tite Fill Cap, pictured at 
the left. After removing the fill cap from 
the adapter, the coupler is simply pushed 
on the adapter and the push-rod pressed 
down, which locks the coupler tightly 
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to the fill. After delivery, by raising the 
push rod the coupler is removed and the 
water-tight cap is replaced. 


Tight Connections Every Time 


You can depend on the new Ever-tite 
No. 99 Coupler to give typical Ever-tite 
service—which means tight, safe con- 
nections ... faster deliveries. . . and a 
substantial saving in operating and 
maintenance costs. 

No. 99 is made of high tensile alumi- 
num, with bronze push-rod and cams. It 
is extremely light yet has the rugged, 
sturdy construction that assures long, 
trouble-free service. The push-rod can 
also be used as a carrying handle. 


Write now for further information. 


*The EVER-TITE Trademark is a hallmark of dependability in fittings 
for the petroleum industry—proved by 16 years of pre-eminence. 


No. 97 EVER-TITE Fill Cap EVER-TITE COUPLING CO. INC., 254 WEST 54th STREET, NEW YORK 19, N. Y. 
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(ROTOCYCLE 


METERS 


NO BRAKES On Lines 


Measured By This Exclusive 


Operating Principle 


a “Flo-Ward” Cycle 
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FILL FASTER e USE SMALLER ELECTRIC MOTORS @ SAVE CURRENT 


You'll break that bottleneck, excessive pressure 
loss, when you install Rockwell Rotocycle meters 
on your loading rack and terminals. That's be- 
cause the Rotor in this design revolves freely with 
the flowing stream. To eliminate friction the 
Rotor shaft turns on double, stainless steel ball 
bearings—always in the “flo-ward” direction, 
like an electrical motor. A liquid capillary seal 
eliminates the need for pressure absorbing metal- 
to-metal contacts. 


Free-running Rotocycles can bring you several 
important savings. You can use smaller, lower 
current-consuming motors on your pumps. You'll 
gain from the absence of wear that affects meter 
accuracy and causes expensive and troublesome 
maintenance. Get full facts today—write for 
bulletins. 


YOU CAN RELY ON ROCKWELL 


ROCKWELL MANUFACTURING COMPANY pirtssurcGu 8, PA, 


Atlanta Boston 
Philadelphia 


Chicago "Dallas 


Pittsburgh San Francisco 


Houston 
Seattle Tulsa 


Kansas City, Mo. New York 


In Canada: Peacock Brothers Limited 


Los Angeles 


NATIONAL PETROLEUM NEWS * 





May 19, 1954 


PRICES 


‘Detroit Case’ Rule Under Fire 


The Robinson-Patman Act, by 
ignoring functional pricing, is 
setting a tough course for job- 
bers who also are _ retailers, 
William E. Simon told the Em- 
pire State Petroleum Assn. last 
week. 

The act’s original aim to 
eliminate dishonest pricing prac- 
tices was good, the Washington, 
D.C., attorney said, but honest 
competition has been restricted 
in the application. 

Laying his views before the asso- 
ciation in New York City, Simon, a 
former Petroleum Administration for 
Defense general counsel, maintained it 
was not necessary for the Federal 
Trade Commission to restrict honest 
competition to stop dishonest com- 
petition. 

The “old” FTC opposed all func- 
tional pricing, said Simon, apparently 
on the thesis that each seller should 
charge the same to all customers. 

Now, he said, the commission par- 
tially relaxes that role. It attempts to 
fit all buyers into specific categories— 
such as wholesaler, retailer and con- 
sumer—and would require sellers to 
charge the same price for everyone in 
a particular category. 

Market Impact—What it means to 
oil men is this: 

—All competing retailers must be 
charged the same price. 

—All competing jobbers who sell 
exclusively at wholesale must be 
charged the same price. 

—Those who resell both at whole- 
sale and retail must be charged the 
retailer price on all products they re- 
sell at retail. 

This third requirement, Simon 
stated, “wholly ignores” the distribu- 
tive function of the jobber. The jobber 
would not be allowed any margin to 
cover bulk plants, tank wagons and 
distribution expenses. 

This was carried a step further, he 
said, by FTC’s 1946 order in the 
“Detroit Case,” in which Standard of 
Indiana was required to charge the 
tank wagon price to its jobbers (even 
on gasoline resold at wholesale) if the 
jobber ever resold below Standard’s 
posted tank-wagon price. 

“This is resale price maintenance 
and is unlawful under the Sherman 
Antitrust Law,” Simon said. “This was 
so forcefully pointed out to the com- 
mission that its 1953 order backed into 
that barn through the rear door.” 

This “rear door” approach, he said, 
was an order that Standard must 
charge its retailer customers the same 


price that its jobbers charge their re- 
tailer customers. 

Association to Act— He covered 
various phases of the “Detroit Case” 
and confirmed earlier reports that 
Empire State Petroleum Assn. (for 
which Simon is counsel) would file 
a petition with FTC asking that it void 
its order and dispose of the case “in 
accordance with the opinion, decision 
and mandate of the Supreme Court.” 


Dealer Allowances Hit 

Pennsylvania oil distributors dis- 
turbed by “ruinous” gasoline price 
wars and just plain depressed-price 
conditions, last week asked supplying 
companies operating in their state to 
quit granting voluntary allowances on 
tank wagon prices. 


The action was taken by resolution 
of the Pennsylvania Petroleum Assn. 
in its spring convention at Bedford 
Springs. 


write, for complete information, / 


when you think ‘of 
ENGINEERED 


CONVEYING 
SYSTEMS 


the name to 
remember is 


 AIVEF-FERGUSON 


the original SINCE 1901 


“THE ALVEY-FERGUSON COMPANY, 615 DISNEY ST., CINCINNATI 9, OHIO 





Offices or Representotives in Principe! Cities 


| You Can SEE the Superiority of Alvey-Ferguson Conveyor Engineering 
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ECONOMICS 


How Shell Builds Oil Marketing Profits 


“Are you operating in profitable markets?” 

That’s the question raised last week by Shell Oil Co.’s Thornton 
Beall in spotlighting factors that can make or break an oil marketer. 
Addressing the American Management Assn. in New York, Beall told 


how Shell recovered from the 
disastrous Depression years by 
careful studies of: 

e Where to market. 

© Who will do the best distrib- 
ution job—salaried men, job- 
bers, or consignees? 

* How to cut costs and boost 
efficiency. 

Beall is Shell’s manager of 
marketing distribution. A par- 
tial text of his address follows. 


The present Shell Oil Co. had its 
origin in the United States in 1912, 
when a company was formed to mar- 
ket petroleum products in the Pacific 
Northwest and San Francisco Bay 
areas. 

From the beginning of its operation, 
Shell was built up rapidly through the 
Midwest and then to the Atlantic Sea- 
board. In the process the company 
acquired and built refineries, pipe lines 
and marketing facilities. By 1928 the 
company was proud to be able to state 
that Shell products were being sold in 
all 48 states of the Union. 

We lived to regret that particular 
bit of pride. 

Most of Shell’s early expansion oc- 
curred during the fabulous 1920's. 
This expansion involved high capital 
investments at a time of peak prices. 
When hard times came, companies 
that had expanded rapidly with high 
investments during the 1920's were hit 
all the harder. In 1931, Shell sustained 
a loss of $27,000,000. But by 1940 
we were able to show a profit of 
$15,000,000, and last year our profit 
was $115,000,000. 

Shell’s marketing policy in the early 
1930’s has been described as “a mile 
wide and an inch deep.” In that situa- 
tion, we faced a drop in consumption 
of gasoline with intense competition 
for what business did remain. On top 
of this came the discovery in East 
Texas of the biggest oil field in world 
history. The oil market collapsed. 

The Retrenching — Tight economy 
became the order of the day at Shell. 
A complete reappraisal of the com- 
pany’s Operations was indicated. 

The reappraisal was not a hurried 
affair. The distribution studies alone 
took several years. 

When tke distribution evidence was 
amassed, Shell decided that its mar- 
keting territory in the Midwest should 
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be confined to the area lying east of 
the Mississippi River and north of the 
Ohio River. This evidence also con- 
firmed the fact that the territory Shell 
could most economically supply from 





THORNTON BEALL 
A tight economy pays off 


refineries on the Gulf Coast—aside 
from local Gulf Coast markets—was 
that territory situated along the East- 
ern Seaboard. This left a sort of no- 
man’s land in western New York and 
Pennsylvania and eastern Ohio. 

As a result of the reappraisal, Shell 
discontinued marketing in six states 
completely and withdrew from large 
areas in five other states. The proud 
but shaky claim of marketing in 48 
states was abandoned for the realistic 
goal of a strong company that could 
expand into solid markets. 

Bid for New Markets—Withdrawal 
from marginal markets was only one 
side of the coin of reappraisal. On the 
other was a drive for deeper penetra- 
tion of favorable markets, backed by 
capital investments in refining, trans- 
portation and marketing facilities. Re- 
finery capacity at Wood River, IIl., 
was increased. A multi-products pipe 
line was built east from Wood River 
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through the heart of Illinois and 
Indiana and into Ohio. 

The new multi-products pipe line— 
a device that Shell pioneered—made 
possible much lower distribution costs. 

One aspect of the change in policies 
was this: In the early 1930’s more 
than 90% of our products were trans- 
ported by rail throughout the Middle 
West. By the early 1940’s, we had 
greatly reduced the percentage of rail 
hauls because of comparative costs. 
Instead, we were using product pipe 
lines, inland waterways and motor 
transport. 


Today, the first question we still ask 
ourselves when we are considering our 
marketing distribution program is, 
“Are you selling in the most profitable 
markets?” Closely tied to this “where” 
question are the questions of “who” 
and “how.” Who is going to market 
our products and how are they to be 
marketed? 


WHERE TO SELL 


Where we market is determined 
largely by the transportation costs in- 
volved, although this is not the sole 
consideration. When we tackle the 
“where” question, we keep in mind 
the factors that led to our withdrawal 
from certain markets in the 1930’s. 
Can we deliver our products into the 
area at a cost, before distribution and 
sales expense, comparable to that of 
our competitors? 

Today, our rule of thumb on 
whether or not to market in a specific 
area is whether or not our freight 
costs exceed those of the market 
leader in the area by a specific amount. 
If our freight costs exceed this pre- 
determined cents per gallon cost of 
the market leader, it is not likely that 
we will market in the area being con- 
sidered. 

“A” Territory—On the basis of the 
transportation studies we divide all 
our marketing territories into two 
categories—“A” and “B.” An “A” 
territory can be defined as one in 
which Shell’s transportation and ter- 
minal facilities have placed the com- 
pany in a competitive position, or one 
in which our plans for the future will 
establish us in such a position. The 
primary objective in “A” territory is 
to secure the maximum economic 
share of the business, using the most 
economic method of operation. An 
“A” territory is regarded as the long- 
term, permanent operating territory. 

A “B” territory is generally the 
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See that big red cooler for Coca-Cola? Well, lots of 
passing motorists see it, too, and stop for refreshment 
when they need gas and oil. They get out of their 
cars when they buy Coke and look over the tires, 
accessories and other things I have displayed. Lots 
of times they buy. 


In a survey of 15,579 customers, we found that, next 
to gasoline, Coca-Cola is the most popular item the 
service station carries. And 82 per cent of the motorists 
who bought Coke got out of their cars to get it. So, to 
bring in extra customers for profitable add-on sales, all 
you need is a sign toinvite people in for Coca-Cola and 
a big red cooler out front where everybody can see it. 


You can bring in extra traffic, extra 
profits, by letting people know that you 
sell Coca-Cola. Let’s talk it over next 
time I come by your station. 


Yur Guv- Olu Latiman 


\SCOKE™ 18 A REGISTERED TRADE-MARK. “ COPYRIGHT 1984, THE COCA-COLA COMPANY 
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ECONOMICS 


fringe area that falls outside the com- 
petitive radius of our present or con- 
templated economic transportation 
facilities. In “B” territory our activi- 
ties are concentrated on maintaining 
position through selective solicitation 
rather than aggressively pursuing addi- 
tional business. Capital expenditures, 
as well as those for other than normal 
day-to-day operation, are kept to a 
minimum in “B” territory. 

“B” territory includes some areas 
outside the competitive radius where 





we keep up our representation in order 
to maintain a continuity of supply to 
motorists. In these cases, we operate 
at a disadvantage in order to provide 
better service to regular Shell cus- 
tomers. For example, take the motor- 
ist from New York who uses Shell 
Premium Gasoline with TCP. Say he 
decides to drive to a vacation spot in 
Florida. We ensure that he can con- 
tinue to secure Shell Premium with 
TCP by marketing even in those areas 
along the route that are outside our 














competitive radius. 

Passing-up Business—But there are 
areas in the country where the dis- 
advantages against Shell are too great 
to justify this type of marketing—and 
we stay out of those areas. Sometimes 
this absence from a market seems 
strange to the man who is not in the 
oil business. A good example is Tulsa, 
Okla. We don’t market there, although 
the company produces crude oil very 
close to that city. At first glance it 
would seem that the company could 
sell oil products there as cheaply as 
anyone. The fact is, however, that 
Shell's nearest refineries are at Houston 
and at Wood River, Ill., whereas some 
other companies have refineries right 
at Tulsa. Shell would have to move 
its crude to more distant refineries, 
then move its refined products all the 
way back again. The result is that Shell 
is at such a freight disadvantage at 
Tulsa that it cannot justify marketing 
there. 


WHO DISTRIBUTES OIL 


After determining the “where” fac- 
tor, we look to the “who” question 
which is so closely linked to it. Will 
it be most advantageous to market in 
this specific area through salaried per- 
sonnel, consignment distributors, or 
jobbers? 

The type of operation we choose is 
determined through a comparative 
analysis of all three types of operation 
or combinations of the different types. 
The analysis is not based solely on 
existing business. Careful considera- 
tion is also given to the most profit- 
able and desirable method of opera- 
tion as indicated by a study of the 
possible future growth of the area. 

In order to determine trends we 
are continually collecting voluminous 


| quantities of statistics. The economic 


status of an area is determined in part 


| by evaluating, for instance, the average 


income per capita of the area, thereby 
indicating the potential requirements 


| for that area. Experience has shown 
| that more products are bought in the 


higher income areas as opposed to the 
areas with a lower income rating. 


In other words, we find it most 


profitable to build up our own salaried 


selling organization in areas of high 


| consumption. 


HOW TO CUT COSTS 


The “how” of marketing distribu- 
tion is also closely allied to the 


| “where.” Many of our current prac- 


tices in keeping distribution costs 
down, after we have decided the 
policies on “where” and “who,” were 
developed as a result of a series of 
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9 points for best service, easiest maintenance 


THE NEW 


when installed in service station pumps\gs shown. It is all- 
brass construction, offers gasoline resist 
ring seals throughout, and can be servi 
breaking the union or disturbing pipe 
connection. Requires no special tools to service. 


] Removable cage locks positively into housing 

with a cotter pin through the lug of the cage and 
the ear of the body. Eliminates accidental 
displacement and spilling due to vibration. 


14) 


Poppet guide, stem and spring are all 
above the poppet, out of the line of flow so 
there is practically no flow restriction. 


Separate seat is held secure to cage by 
three small screws. Remove screws and 
seat unit slips out for easiest service. 


“OQ” ring poppet seal can be easily 
replaced by removing seat unit from 
cage, without disassembling stem unit 
or removing screen. 


strainer screen securely to seat unit. 


7. 


One piece disc and stem cannot be 
separated by vibration. 

Very light disc spring offers only minimum 
resistance to liquid flow. 


Unit, without union, (No. 750), is 543” high. 
With union (No. 750A), 6%” high. 


Designed for vertical use in pump, it can also 
be used horizontally with cage up. 


2 
3 
4 
5 Easily removable snap ring holds 
6 
7 
8 
9 


Shown is extractor-type check valve with union 
May we send full details and specifications? No. 750A. Same valve less union is No. 750. 


BUCKEYE IRON & BRASS WORKS, Dept. N, 4 
Box 883, Dayton 1, Ohio ‘ 


Please send complete information on the Buckeye No. 
750A extractor type check valve. 


NAME — 





ADDRESS 





ciTy. ZONE STATE 
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Ask yourself these 


8 VITAL 
QUESTIONS 


before deciding on 
any new franchise! 


There’s only one big reason why any dealer or jobber 
switches from one franchise to another: TO MAKE MORE 
MONEY. 

Selecting a new franchise is a serious business. And to 
help you think through the matter carefully before mak- 
ing your decision, we have prepared these 8 VITAL QUES- 
TIONS: 


§ is the company known for product leadership? 

Over the years, Skelly Oil Company has pioneered many 
important petroleum advances. Good examples: Skelly 
was first in its marketing area with a detergent “heavy- 
duty” motor oil—away back in 1941. Today, Skelly 
Supreme Motor Oil is still first in quality, offering the 
highest viscosity index of any motor oil made. Watch for 
announcement of Skelly’s great new gasoline . . . coming 
in May. 


2 Are the company products guaranteed? 

Skelly pioneered in money-back guarantees in the petro- 
leum industry. Ever since 1919, every Skelly product has 
been backed by the strongest, simplest Money-Back 
Guarantee known. An unbeatable winner of customers’ 
confidence! 


3 Do the company’s products enjoy consumer 
acceptance? 


There’s no doubt on this score when you're talking about 
Skelly. Time after time, Skelly stations have been opened 
in entirely new areas — with immediate success. 


4& Are the company’s products promoted aggressively? 
Practically nobody can miss Skelly advertising because 


Write today for ALL the facts! 


Skelly has been a dynamic, “heavy-weight” advertiser 
for years and years. Alex Dreier plugs Skelly products 6 
days per week on NBC. Big-space newspaper ads and 
farm paper ads sell millions on Skelly products. Plus TV 
and outdoor advertising in strategic markets. 


5 will the company help advertise my station? 

Yes! With timely station banners, signs and other color- 
ful “outside advertising” at nominal cost. Also aids with 
forceful newspaper ads you can run in your local papers. 


6 will the company work closely with me? 

You are always regarded as a Very Important Person 
when you are a Skelly Oil Dealer or Jobber. We know 
that your success is our success and give you our fullest 
cooperation at all times. 


7 How about dependability of supply? 

You'll never get caught with your tanks down when 
you're a Skelly Dealer or Jobber. Skelly is an integrated 
major oil company, covers all the bases from oil fields 
to refinery to transportation to you! 


8 will the company train my help in modern selling ? 
Yes! With the best in the business in visual and personal 
training aids. Mighty important in these competitve days! 





The company that gives you a “YES” fo all these 


8 VITAL QUESTIONS 
gives a “YES” to a profitable future for you! 











SK ELLY. vss wth «te 


SKELLY OIL COMPANY Marketing Headquarters: KANSAS CITY, MISSOURI 
Division Offices: Kansas City ¢ Chicago ¢ St. Paul e Omaha « Cedar Rapids « Tulsa « Wichita ¢ Denver ¢ Dallas 
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distribution studies we started in 1948 
in Ohio. 

The Ohio study was undertaken to 
reveal and isolate exact costs of mov- 
ing a unit of any product from the 
refinery through the bulk plant to the 
ultimate consumer. We wanted to find 
out the specific costs for clerical work, 
warehousing, truck delivery and so on. 
We had to work out ways of measur- 
ing exact costs for such things as 
supervisory work, yard labor, clerical 
work, truck operation and all semi- 
fixed or fixed miscellaneous expenses. 
The study gathered a mass of informa- 
tion on costs. When it was sorted out, 
it showed us the weak spots—the 
places where we should concentrate 
our efforts to cut costs and improve 
efficiency. 

Cost Savings Won—Here are some 
of the results—so you can have a 
quick look at some of the things we 
were aiming at. 

In all 10 bulk plants in the Cleve- 
land division, it appeared that oils 
could be drummed cheaper at the 
plant than at a distant refinery. We 
put that into practice. 

We found that the most efficient 
way to deliver packaged products was 
in a stake truck. Previously we had 
thought we were saving money by 


putting packages on the side rack of 
a tank truck. 

We discovered that too much paper 
work was being done. Some forms 
were consolidated, and others were 
dropped altogether in the interest of 
greater efficiency. 

The study also confirmed our belief 
that the most efficient way to distribute 
products was in the largest possible lot. 


also lent itself to another part of our 
long-term program for putting science 
to work for distribution. About four 
years ago the company selected a 
typical plant in each marketing divi- 
sion and set it up as a pilot plant. Each 
of these pilot plants was made a model 
of efficiency in distribution. Storage 
and warehousing methods were com- 
pletely modernized. Truck routing and 
dispatching, clerical procedures—every 
phase of the plant operations was 
boosted to the highest possible effi- 
ciency. Then the plants were used as 
training centers. 

At first, they were used to show local 
personnel the best way of doing jobs. 
As these people learned better meth- 
ods, they, in turn, were able to train 
others from other plants and so on. 
Now, besides serving as training cen- 
ters for personnel, the pilot plants are 


also doing valuable research work as 
well as serving as proving grounds for 
new techniques in distributions. 

The distribution studies have pointed 
the way to many cost-saving practices. 
These have been put to use throughout 
the company’s marketing system with 
adaptations to specific markets in- 
volved. I'd like to tell you about some 
of these major techniques as they are 
generally applied. 

Decentralization—One of the polli- 
cies we consider most important in the 
“how” of marketing is decentraliza- 
tion. As a by-product “plus,” the Shell 
system has provided a notable training 
ground for executive talent by inter- 
departmental transfers and work as- 
signments. This type of transfer pro- 
vides a much broader base for the 
individual by giving him a greater 
knowledge of the various phases of 
the petroleum business. This type of 
training is invaluable during the em- 
ployee’s career with the company and, 
as a result of this training, we have a 
decentralized organization. 

We have found it good practice to 
allow decisions to be made at the 
lowest level of authority consistent 
with the ability of the person making 
the decision. An example of how this 
works can be found in the buying of 





A primary function and proud accomplishment of our 


engineering staff has been complete customer satisfaction. 
For more than thirty years, the people of Progress have 
served the oil industry with custom designed truck 


and trailer tanks. Your next tank can be custom designed 


and fabricated by skilled craftsmen if you contact the 


Progress field engineer in your area. 
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SAVES ON SERVICING 
POSITIVE SEALING ACTION 
LONG, DEPENDABLE SERVICE 


Roper further increases the dependability and efficiency of Series 
3600 pumps with a proven, long-life mechanical seal.* 

Designed for a broad range of clean liquid applications, the unit 
provides a positive sealing action to reduce leakage — a highly im- 
portant factor when delivering inflammables. Further still, the 
mechanical seal offers the advantage of minimizing down-time and 
maintenance expense...there are no adjustments necessary. 
This mechanical seal is but one of the many outstanding features of 
these Ropers. The pumps are ready for hook-up on any type drive, 
and for all conditions of piping and mounting . . . handle thin or 
thick liquids at slow speeds . . . operate with equal ease in either 
direction . . . have adjustable relief valve which assures full capa- 
city when pumping and allows nozzle shut-off without stopping 
the pump. Roper Series 3600 pumps are rated for pressures to 
60 P.S.I. — sizes 40-300 G.P.M. 

* Models also available with packed box. 


Gand ge Catalog 
on Koper Line 
GEO. D. ROPER CORPORATION 
475 Blackhawk Park Ave., Rockford, Illinois 


ROPER 


Koiary Firyps 
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land for new service stations—at least 


one place where we are almost certain 


that this policy gives us an advantage 
over competitors. Instead of having 
every purchase of real estate referred 


| to the Head office for approval, the 


decision is made on the spot, where 
it can be done quickly and with the 
minimum of red tape. 

Before putting this policy into effect, 
we found that we were missing out on 
good deals because the opportunity 


| had often vanished by the time a pro- 
| posal had been processed and a deci- 


| sion handed down from the 


head 
office. 

Bigger and Better—Another policy 
has resulted in the enlargement, wher- 


| ever possible, of transportation facili- 


ties. This means bigger trucks, bigger 
tanks, bigger pipe lines. For example, 
in 1941, the capacity of our average 
tank truck was about 1,900 gal.. Today 
it has grown to more than 4,000 gal. 
Tankage has been enlarged right down 


| to the service station level—where the 





dealer “dump” was sometimes as low 
as 150 gal. It has now been enlarged 
to where our national average is greater 
than 2,100 gal. Since truck delivery 
expense is one of the largest single 
features of distribution expense, the 
company is constantly investigating 
methods and procedures of truck rout- 
ing and dispatching that would provide 
the most economical operation. 
Another general practice we have 
adopted is to extend hours of opera- 
tion. The bulk plants, trucks and pipe 
lines are not only bigger, but they are 
also run on shifts—further diluting 
overhead and fixed costs. Instead of 
running our delivery trucks only eight 
hours a day, we now run them 20 
hours a day. One result of this ex- 
tended operation plan is to eliminate 


| the need for garages at bulk plants— 


another huge saving in capital and 
distribution costs. 

New Techniques—We are continu- 
ally seeking better mechanical means 
of streamlining our operations in the 
bulk plants and elsewhere. For ex- 
ample, we recently developed a new 
type of gripper arm attachment for 
lift trucks. This new way of handling 
packages and drums could do away 
with pallets. This would save Shell 
between $250,000 and $750,000 a year 
for replacement and upkeep of pallets 
alone. Another mechanical innovation 
to speed and ease handling of products 
is the elevator tail gate for trucks, 
which has been accepted as standard 
equipment. 

Another technique we have applied 
is that of direct delivery whereever 
possible from a central point. In this 
way we can eliminate small bulk 
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91% of gasolines surveyed 


amounts of copper! 


contain significant 


While this is a staggering figure, 
Du Pont’s latest gasoline quality 
survey shows it to be true... 
indicating that copper contami- 
nation resulting in gum forma- 
tion poses an important problem 
to most refiners. 


A recent Du Pont gasoline quality survey included 
an analysis of copper content. When the nationwide 
results were tallied, they revealed some startling in- 
formation about this gum promoting element. 

Out of 241 service station samples obtained in 
forty-four U.S. and five Canadian cities, 91% con- 
tained copper in significant amounts. The copper 
content found in these samples ranged from .01 to 
.90 mg/liter. These figures are highly significant be- 
cause in many cases, even concentrations of copper 
below .01 mg/liter have been found to be detri- 
mental to gasoline stability. 


Gum content 


Because the analytical method used in this survey 
does not distinguish between free and deactivated 
copper, the analysis was carried a step further to de- 
termine the gum content of each sample. As was to 


be expected, the gasolines known to contain metal 
deactivator were low in gum content in spite of high 
copper concentrations. Conversely, others, without 
metal deactivator, were found to be high in gum con- 
tent. 

The results of this survey indicate clearly that, in 
spite of great pains taken to prevent copper con- 
tamination during refinery operation, copper is get- 
ting into the majority of gasolines sold—probably 
from contact with valves, pumps and other sources 
associated with distribution. Based on the gum find- 
ings, there are also indications that refiners who are 
already using a metal deactivator may not be using 
enough to guarantee maximum stability all along 
the line. 


How can you be sure?.. 


Du Pont Metal Deactivator was developed especially 
to prevent copper from accelerating harmful gum 
formation in gasolines. And in most cases it gives 
effective protection for less than 4 cent per barrel. 

To help you determine the amount of Metal De- 
activator required to assure that your gasoline 
reaches the customer in refinery fresh condition, one 
of our conveniently-located regional laboratories 
will be glad to evaluate its effectiveness in your own 
stocks. Address your request for this service to the 
nearest regional office listed below. 


®C6.¥. 5, Pat.ort 
Better Things for Better Living 
. « through Chemistry 


Petroleum Chemicals 


E. 1. DU PONT DE NEMOURS & COMPANY (INC.) 


Petroleum Chemicals Division * Wilmington 98, Delaware 
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will help you stay ahead 
of competition 


This new chassis Dynamometer is — of 


the advanced research we employ to develop 
superior Oronite additives. The research and 
testing facilities behind Oronite additives are 
the most advanced in the nation. 

With years-ahead research, it is possible that 
Oronite additives could provide your finished 
oil with the competitive advantages you need 
to win and hold a market. Oronite will tailor- 
make additives to your base oils — meeting 
your price and performance specifications. 

Why not see what Oronite additives can 
offer you? Phone or write the Oronite office 
nearest you. An additive specialist will con- 
tact you on request. 





Low temperature 
performance evaluation 
seen from inside new 
all-weather chassis 
Dynamometer test cell. 


a 


With Oronite Additives 
you can formulate oils to 
meet the new A.PL Service 
Classifications and can 
meet specifications for 2- 
104-B, Mr L-0-2104, Supple- 
ment I and Series 2 oils. 


OTHER ORONITE PRODUCTS 
Gas Odorants 
Polybutenes 
Phenol 


Dispersant FO 
(Furnace Oil Inhibitor) 


Wetting Agents 
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plants. For example, in one division, 
we have cut the number of bulk plants 
from about 125 to a mere 25 or so. 
The direct delivery method is also ap- 
plied to certain special products, such 
as paraffin wax (which used to go 
through the depot, but now is shipped 
direct from the refinery—at a saving). 

Balanced operations is another 
watchword of Shell’s distribution sys- 
tem. The problem of working out 
balanced operations arises generally in 
areas where fuel oil heat is utilized 
widely. In winter, some plants find 
they have to obtain more trucks and 
drivers in order to handle orders they 
have taken for fuel oil. Studies showed 
that savings would be effected by de- 
livering directly only to a small area 
around the bulk plant and handling 
the balance of the fuel oil orders on a 
commission basis. This is another ex- 
ample of the close relationship between 
the questions of “where,” “who” and 
“how” that we continually ask our- 
selves in considering Shell’s marketing 
distribution problems. 

Results Good—In this case history, 
we have sketched out Shell’s long-term 
grapple with the question of “Are you 
operating in profitable markets?” The 
struggle continues but we can point 
out some over-all results of the prac- 
tices adopted as a result of our study 
of the problem. 

First we can look at our plant oper- 
ating expense. In 1941, this expense 
was a little less than 0.4¢ per gal. By 
1951, the expense involved had actu- 
ally dropped—by about 20%. Further- 
more, this improvement was accom- 
plished during a period in which sala- 
ries, which constitute about 54% of 
the total plant expense, were constantly 
on the upgrade. In fact, they doubled 
in the period from 1944 to December 
1953. 

Let’s take a look at the results from 
another angle—salary truck delivery 
expenses. In 1932 this expense was 
about 0.5¢ per gal. In 1951, the cost 
was slightly higher. But in 1953 it 
was about the same as in 1932. This 
is a remarkable accomplishment in 
face of the fact that during this same 
period wage costs alone increased 
100%. 

Those are a couple of the facts we 
can pinpoint to show the direct results 
of efficient distribution policies and 
techniques. One indirect result that 
our distribution system should be able 
to take some credit for is the switch 
in Shell’s profit picture—from the loss 
of $27,000,000 in 1931 to the profit 
of some $115,000,000 last year. With 
those results in mind we intend to 
keep asking ourselves “Are you operat- 
ing in profitable markets?” 
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Profit-Sharing Pays Off 


“Sure, we expected an in- 
crease in efficiency, but I never 
thought I'd triple my volume and 
be doing it with one-third fewer 
employes!” 

That’s the statement made by 
Reginald Trice, president of the 
Trice Oil Co., Macon, Ga., in 
explaining how an employe prof- 
it-sharing plan has strengthened 
his jobbership and cut his costs. 

It started in 1947 when Trice dis- 
covered he was having employe 
troubles. For one thing, his payroll 
was made up of straight commission 
salesmen and straight salary salesmen 
—a cause of considerable friction. In 
addition, labor turnover was high. 

Trice had an idea that perhaps some 
of the company’s profits were trickling 
out through an overabundance of em- 
ployes—there were then 33 on the 
books. 

He thoughi perhaps the same job 
could be done with fewer people, if 
efficiency were stepped up and the 
turnover cut, 

So, Trice and his vice president, L. 
C. Hollingsworth, went to work on a 
program that was geared to setting 
things right. Basically, it was an em- 
ploye bonus program. But rather than 
a flat sum payment at the end of the 
year with no explaining how it was 
figured, Trice and Hollingsworth 
settled on a profit-sharing program. 
They made a paper run for 1947 and 
by early spring the following year they 
were ready for operations. 

Hollingsworth sent out a letter to all 
of the company’s employes. In it, he 


explained the plan—that the company 
would set aside 10% of its profits, 
computed before state and federal 
taxes were deducted, for distribution 
among employes. Each worker would 
share according to the ratio his salary 
bore to the annual payroll. Trice and 
Hollingsworth were not included. 


Profit Pointed Out—Hollingsworth 
said the greater volume of business, 
the more profit would be returned to 
the workers. Every dollar of new busi- 
ness meant only a relatively small few 
cents of profit. But more important, a 
dollar cut off operating costs was a 
full dollar going into the profit side of 
the ledger. 


It didn’t take long for the workers 
to catch on. As Mrs. Ruby Roberts, 
secretary to Trice says: “Everybody 
works a lot harder and tries to save 
time and expenses wherever possible 
because we know that when the com- 
pany makes a profit, it means dollars in 
our pockets, too.” 

‘Stockholders’ Meeting’—Each year 
Trice invites employes and their fami- 
lies to be his guests at a profit-sharing 
dinner. At that time, company auditors 
show on a blackboard the entire finan- 
cial picture—gross sales, expenses, re- 
serves, profits and taxes. The session 
is conducted like a stockholders meet- 
ing, with anybody free to challenge or 
make a statement. Profit shares are 
then distributed. 

For 1948, the first year, Trice had 
some $4,000 to spread among 33 em- 
ployes. This year, the pie was in excess 
of $12,000 and there were only 21 to 
share in it. 


28 YEARS AGO Reginald Trice was just beginning his oil marketing career as a 
commission agent at Thomaston, Ga. With him is Adrian Harp, his bookkeeper 
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TRICE TODAY operates 50 service sta- 
tions in Macon, Ga., area 


Trice was able to cut his payroll 
normally. As an employe left the com- 
pany, other workers would gradually 
take over his duties, of their own voli- 
tion. Frequently, committees of work- 
ers have urged Trice not to replace a 
resigned employe. 

New employes, too, share in the 
program. Their share of the profits is 
figured on the length of time they have 
been working during the fiscal year. 
For example: Rather than their share 
being computed on an annual salary 
basis, it is figured according to how 
much the employe earned during that 
year. If he earned only one-third his 
annual salary, then his share of the 
profits would be one-third of what he 
would get had he been working a full 
twelve months. 

Employes who leave during the year 
lose their share. 

Pension Next—tTrice admits that 
taxes have helped pay for the profit- 
sharing program. Under the excess 
profits tax, the government paid about 
87.5% of the cost. Under the new tax 
structure, the government will pay 
about 52%. Currently Trice is working 
on details for a profit-sharing pension 
plan which he hopes to put in opera- 
tion within the next year or two. 

Trice, who is 44, started in oil mar- 
keting in Thomaston, Ga., back in 
1927 as a Sinclair agent. Four years 
later, he was transferred to Macon to 
a bigger agency, which was then doing 
40,000 gal. a month. Since July 1, 
1946, when he took over the business 
under his own name, Trice has been a 
Sinclair jobber. Current volume is in 
excess of 750,000 gal. a month. The 
50 Trice Oil Sinclair stations in the 
Macon area last year sold 9 million 
gallons. 





LPG Doubles Its Sales in Five Years 


Liquefied petroleum gas has hit the 5 billion-gal. mark in sales. 
And those sales are expanding at the rate of 14 billion gallons a year. 
The my a a of LPG was reflected in a report by El Paso Nat- 


ural Gas Co. 
iea at Dallas, Tex., the report 
sees continuously heightening 
demand, particularly in agricul- 
ture and industry. 

With the rising demand, prob- 
lems of storage and transporta- 
tion have been fied. How- 
ever, the report indicates how a 
iower load factor can save pro- 
ducers much money 

Of the 4,920 million gal. in total 
LPG sales last year, 2,932 million gal. 
were marketed for domestic and motor 
fuel use. Chemical manufacturing con- 
sumed 1,016 million gal., miscellane- 
ous industrial uses, 326 million gal. 
and gas manufacturing 247 million 
gal. Another use which started in 1947 
with 201,535,000 gal. and which last 
year consumed 399,000,000 gal. was 
the application of LPG in the manu- 
facture of rubber components. 

Winter Demand Grows—With the 
prime use for LPG for cooking and 
water heating, in its earlier years the 
demand was greater in the summer 
and fall. Now, with the expansion of 
sales for space heating and industrial 
applications, the sales picture has re- 
versed itself, with the demand being 
greater in winter. 

In his report, George W. Hewitt, 
manager of El Paso’s natural gas li- 
quids department, points out that pro- 
ducers cannot produce these liquids 
according to demand. They had to 
look for new uses to increase the sum- 
mer demand. And outlets have been 
found in new uses for farms, industrial 
and chemical applications and conver- 


ted to a meeting of the Natural Gas Assn. of Amer- 


sions of trucks, cars, buses and tractors 
to LPG fuel. 

Such new markets have narrowed 
the over-all load factor to a 1% to 
1 ratio. (The load factor is the ratio 
of winter demand to summer demand.) 
An individual home with space heat- 
ing, for example, may require in winter 
months five to ten times the amount 
required in the summer. The peak de- 
mand is only two months. 

Varied Uses Increase—Sales for do- 
mestic use and motor fuel expanded 
by 11% in 1953. Now at 500 million 
gal. annually, motor fuel use is ex- 
pected to increase greatly in 1954. 

Besides the normal increase in cook- 
ing, water heating and space heating, 
Mr. Hewitt sees greater growth in such 
fields as stock tank heating, brooding, 
flame weeding, milk house use, fuel 
for stationary engines, crop dehydra- 
tion, heat for clothes driers, tobacco 
curing, and summer irrigation pump- 
ing. 

In other areas of marketed produc- 
tion of LPG, raw materials sales for 
the chemical industry increased by 
17% in 1953. And sales as a raw 
material for the manufacture of syn- 
thetic rubber components grew by 7%. 

However, sales for industrial and 
gas manufacturing decreased slightly 
last year. The prime reasons were 
offered as above-normal temperatures 
and some changeovers to natural gas. 
It is felt that new industrial applica- 
tions should increase this demand in 
1954. 


Marketed Production of LPG 


Total Sales 


Gallons Per Cent 
(in thou.) Increase 
313,456 
462,852 
585,440 
675,233 
898,071 

. 1,067,979 
1,410,370 
2,209,797 
2,736,801 
2,836,599 
3,482,567 
4,227,275 
.. 4,477,379 
. .4,920,000 





outed Naw Beas 
WCUBSN AANNS YUAnns 
COS CORKS OW’UAIN 


” 9 


Domestic & 
Motor Fuel 
134,018 


Chemical Rubber 
Mfg. Components 
34,671 
44,206 


Gas Mfg. 
20,285 
25,255 
31,366 
37,519 
45,879 
53,849 


86,660 
169,332 
237,638 
239,210 
251,694 
281,692 374,864 
259,697 t 370,997 
247,000 1,016,000 399,000 


201,535 
225,641 
177,850 


228,485 


_ . Domestic and motor fuel use includes other requirements by these customers such as 
irrigation pumping, tractor fuel, flame weeding, chicken brooding and similar uses. Included 
also is LPG sold. by domestic distributors but used for industrial purposes. Included also, 
in 1951, 1952, and 1953 only, is LPG sold direct by producers and marketers solely for 


fueling internal combustion engines. 
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Of the chemical products derived 
from LPG, propane contributes to the 
manufacture of such products as 
plastics, detergents, explosives, luxite, 
Plexiglas, farm chemicals and anti- 
freeze. Butane aids in the manufac- 
ture of synthetic rubber, latex paints, 
nylon manufacture, aviation gasoline, 
and blending of gasolines. 

Underground Storage Aid — Mr. 
Hewitt’s graph of production, sales 
and storage of propane in 1953 shows 
production reaching a high point in 
November. And demand soars above 
that. Storage, however, reached its 
peak in October and then dropped off 
sharply. He says it’s apparent that 
1954 should see a greater emphasis on 
sales promotion to level out the de- 
mand to “something realistic.” 

In doing so, he sees that underground 
storage has been of great value to the 
producer. 

In this country, there are some 70 
completed underground storage cav- 
erns, or jugs, having a capacity of over 
200 million gal. More caverns are in 
the process of construction or being 
planned. They will total more than 500 
million gal. Only a small percentage 
of this storage is in the market area, as 
the best storage is in the salt forma- 
tions near the producing areas. 

Storage in the salt formations, says 
Mr. Hewitt, is relatively inexpensive 
when compared to aboveground stor- 
age: 

Underground storage $ 1.50 per bbl. 
Propane aboveground $19.00 per bbl. 
Fuel oil aboveground $ 3.00 per bbl. 
Gasoline aboveground $11.00 per bbl. 


Producer Saves Money—LP-Gas is 
manufactured in gasoline and cycling 
plants and at refineries. By citing case 
history examples, Mr. Hewitt shows 
how (when the interpretation of 11% 
times a 7-months summer volume to 
a 5-months winter volume is con- 
sidered) a producer should look twice 
before building an expensive gasoline 
plant. The underground storage and 
the extra tank cars required with the 
higher load factor could be “the straw 
that would break the camel’s back.” 
However, he demonstrates that direct 
savings can be shown in that a lower 
load factor can save the producer “a 
great deal of money.” 

He believes 1954 should see a closer 
relationship between the producer- 
marketer and dealer, with engineering 
services and technical information 
made available to the dealer so that 
a more even load factor is secured. 
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Hg 
¥) DILLECTRIC 


ELECTRICALLY VULCANIZED 
‘ 
DOP; 


REPAIRS 


FOR SERVICE } Ret gi DEAL COMPLETE DILLECTRIC 
STATIONS NOW Pe No. OUTFIT FOR NEW 
USING < eee 6695-T SERVICE STATIONS 
DILLECTRIC —- 


Recommended by All 
Leading Tire ond Oil 
Companies and Ap- 
proved by Underwrit- 
ers’ Laboratories, Inc. 


© 


ALL-STEEL ore ~ 
13” Wid 


2 Bs te 
* Deep 
Beeutifuity finicheerd outside 
and inside in Baked Enamel 


ADDS TO YOUR PROFITS 


* Keeps Your Tube Repair Supplies Handy, Clean, 
Orderly, Easy to Inventory 


* Stops Waste and Loss — Saves Time 
* improves Your Station Appearance 


Contains Supplies for over $240 Worth of pene : atch OUTFIT 
eho Cages ES Se et ees. Includes Supplies for over $170 Worth of 
6 Cans (240 Patches) No. 6606-40 Small Diamond Tube Repairs PLUS a Set of 3 POMTONGS. 
Patches @ $1.65 per can 1 No. 6685 Deluxe Pressure Clamp with Trans- 
Can (20 Patches) No. 6605-20 Large Diamond former for either 110, 125 or 220 Volt A.C. @ 
Patches @ $1.85 per can $9.50 
Box (100) No. 100-AA Valve Insides @ $5.50 Cans (200 Patches) No. 6606-40 Small Diamond 
per box Patches @ $1.65 per can 
Cabinet Locker ($10.00 value) @ $2.50 Can (20 Patches) No. 6605-20 Large Diamond 


BONUS (Worth $3.25 to You) Patches @ $1.85 per can 


Can (40 Patches) No. 6606-40 1.90 to You 
Small Diamond Patches @ BONUS (Worth $ 0 ) 


$1.65 per can FREE 1 Wire Buffer No. 6617 FREE 
Set of 3 Stainless Steel Pom- 1 Set of 3 Stainless Steel Pomtongs FREE 
, ae FREE 


Tire Center Display FREE 1 Tire Center Display FREE 


ALL FOR ONLY $1975 ALL FOR ONLY *1960 





From your wholesaler, 


tire or eil company. 








THE DILL MANUFACTURING CO. 700 East 82nd St., Cleveland 3, Ohio 


May 19, 1954 + NATIONAL PETROLEUM NEWS 














Smooth-Shell Fruehauf Tank-Trailers Are 
Built For Top Gallonage, Top Safety, And 
Enduring, Leak-Free Performance On The Road! 


YOUR REQUIREMENTS are all fulfilled in the com- 
plete new line of Fruehauf Tank-Trailers—because, 
however you want them, Fruehauf builds them that way. 


As in the case of the Fruehauf Cutaway Gasoline 
Transport shown here, exceptional capacity is com- 
bined with exceptional strength, durability, safety, and 
convenience. Husky bulkheads and baffle heads are 
dished, flanged, reinforced, and braced for utmost pro- 
tection from both surge and stress. The frame is in- 
geniously designed for unprecedented strength, sup- 
port, and durability, yet it affords a weight-saving that 
produces continuous extra payload profit. 

Fruehauf’s great new line of Tank-Trailers features 
smooth-shell models with all inside welds tested and 
retested in every case. The smoothness of Fruehauf’s 
exclusive underconstructions, including the shock- 
absorbing Gravity Tandem, helps guarantee unbeat- 
able leak-protection and unbeatable liquid-hauling 
performance in every Fruehauf Tank-Trailer! For 
complete, illustrated literature on the 1954 Fruehauf 
line of Tank-Trailers, write to Fruehauf Trailer Com- 
pany, 10953 Harper Avenue, Detroit 32, Michigan. 
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AN INSIDE LO 


At The World's Finest Gasoline T; 










Adjustable king 
desired posit 
sturdily brac 
coupling; fitti 
rows permit 
pin even whi 


















This is a specially-prepared display board 
showing cutaway views of the Gasoline 
Transport’s component equipment. Air, hy- 
draulic, or mechanically-operated emergency 
valves are among optional equipment. 
1—Fusible, frangible shut-off plug, with air-inter- 
ference control valve 
2—12" x 16” manhole cover and collar with 10” fill 
plug, fusible plug, and brass internal safety vent — 
3—All-steel gate valve Dished, flangec 
4—Rising-stem gate valve heads and sing 
5—Hydraulic emergency valve and operator forced with fic 
6—Mechanical emergency valves and operator sturdily weld 
7—Air-operated emergency valve, and pump with for unmatched 
gauge and distributor both surge anc 
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Left: this Fruehauf Gasoline Transport was built in 
cutaway form for exhibition of its advanced engi- 
neering features. Viewed from the right-hand side, 
it is @ stripped model, for maximum payload and 
lowest cost. Above: viewed from the left-hand side, 
it has optional skirting for added appearance. 







“ENGINEERED TRANSPORTATION” 


TRAILER COMPANY 


World’s Largest Builder of Truck-Trailers 
DETROIT 32, MICHIGAN 








ea 


New reinforcement plates—connect A Downward-sloping pipelines—with wide, 
head braces directly to frame and sweeping bends for fast discharge; time- 
























pin plate—bolted in reduce stress on tank. saving crossover is optional. 

on, movable, and 

d for wide-angle Newly-designed rear ladder — with New, square manifold — common-head 
hgs marked by ar- handrail widening at the top, mak- type with easy-to-reach, easy-to-turn 
ubrication of king Ving it safer to climb up and down. V controls for fast unloading. 


e unit is coupled. 












reinforced baffle 





RETO 


bulkhead—rein- wedi : ate me | 

ged head braces, Safe, easy-fo-clean New, double bulkhead—directly be- A Easy-to-remove manhole cover—with col- A 
d, and designed waolk-way—with in- hind drop, with both sheets flanged lar and hand-turned wing nuts that 
protection against tegral tread plate and reinforced by flanged head permit quick dismantling for cleaning; 
stress. full-length of unit. braces for added strength. calibrated loading gauge is standard. 
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NO DOWN PAYMENT is the big feature of Sun Oil Co.’s tire budget plan, now 
being tried by its dealers in northern Ohio. Plan has hiked sales, dealers say 


Tire Budget Plan Ringing Up Sales 


A no-down-payment budge! 
plan for tires is being tried by 
Sun Oil Co. for the first time. 

Two finance companies ap- 
prove credits, and buy paper 
from dealers without recourse. 

On a strictly experimental basis, the 
Sun Oil Co. has arranged for its deal- 
ers in northern Ohio, to finance time 
payment tire sales through local 
branches of the Sun Finance Co. (no 
connection with Sun Oil) and the Do- 
mestic Loan Co. Both are typical small 
loan companies operating mostly in 
Ohio. 

Sun stations in the trial area display 
big signs offering tires on a no-down- 
payment basis. Dealers are provided 
with blanks on which they take down 
the buyer’s name, address, place of 
employment, how long he has lived at 
his present address, and other details. 

On this skeleton information, trans- 
mitted by telephone to the nearest fi- 
nance company Office, credit authori- 
zation is passed to the dealer. If the 
sale is approved the dealer fills out the 
usual conditional sale contract, secures 
the buyer’s signature, and installs the 
tires. The finance company buys the 
contract for cash, without recourse, 
and does all of the collecting. 


Fast Approval—Speed of credit ap- 
proval is expected to be one of the 
factors which will count heavily in 
making the plan workable for service 
station operators. In effect, the dealer 
acts as an agent for the finance com- 
pany, as far as the extension of credit 
is concerned. 
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First started in Youngstown, the 
new plan has since spread to dealers 
in the Toledo and Cleveland districts. 
In some districts increases of as much 
as 300% in tire sales have been re- 
ported. One dealer, who says his tire 
sales are up 250% since January when 
he began using the time payment plan, 
notes a marked rise in the proportion 
of white sidewalls. Ordinarily he 
wouldn’t sell them in volume until 
June or July. 


Three, six, nine or 12 months terms 
are offered, six months being most 
common. Average purchase is $40 
and interest and carrying charges for 
that sum for six months is less than 
$3. One dealer reports three or four 
credit rejections by the finance com- 
pany. One customer elected to pay 
cash when his credit was turned down. 

How It Looks—Other tentative ob- 
servations from progress so far are 
these: 

Prominent display of the no-down- 
payment offer seems to help boost cash 
sales of tires. More people make in- 
quiry about tires, and a reasonable per- 
centage of the prospects thus secured 
wind up as cash buyers. 

Where the installment plan is 
pushed by a dealer it increases the 
proportion of premium and white wall 
tires. Buyers who pay cash often feel 
compelled to buy in the lower price 
ranges. The easy payment plan, on the 
other hand, induces them to buy what 
they really want. 

One of the dealers who got started 
early was able to make a comparison 


of before-and-after results. He notes 
that normally he would expect to sell 
about 45 tires in February. This year, 
with the aid of the budget plan, he sold 
90 tires in February. 

Sun Oil Co. markets Kelly-Spring- 
field tires, and this is the brand sold 
by most of the Sun dealers in the trial 
area. 





Tire Shipments Drop 


Manufacturers’ shipments of pas- 
senger tires during February de- 
creased 10.06% to 5,383,876 units, as 
compared with 5,985,913 tires shipped 
in January, says the Rubber Manu- 
facturers Assn., Inc., monthly report, 

Production of passenger tires dur- 
ing February was up 13.35%, totaling 
5,952,480 against production of 
5,251,403 units the previous month. 
As a result of lighter shipments. in- 
ventories increased 4.5%. 

Shipments of truck and bus tires 
and automotive inner tubes also 
dropped during February. 


Fram Expands Line 


Five new lube and fuel oil cartridges 
have been added to the Fram Corp. 
line for 1954. A new lube oil cartridge 
fits International Harvester CUB 
tractors and other farm implements. 
Others are secondary fuel cartridges 
for Allis Chalmers HD15, HD19 and 
HD20, and primary fuel and lube oil 
cartridges for the same Allis Chalmers 
models. 

The four Allis Chalmers cartridges 
are for construction equipment engines. 





High Efficiency Filter 


Fram Corp. claims 99.5%  effi- 
ciency in removing dirt and dust be- 
fore it enters the crankcase for its new 
crankcase ventilation air filter car- 
tridge. The cartridge contains a special 
plasticized filtering paper. The paper 
is resistant to water and shock. 

Fram’s new cartridge fits ventilators 
in both the 6 and 12-volt sizes. 
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Canadian Experiment Didn't Work 


Oil marketers are constantly 
experimenting with new ideas in 
marketing, and they learn from 
the moves that don’t pan out, as 
well as those that do. 

One such experiment was a 
budget plan that didn’t bring the 
hoped-for results. 

The budget plan was tested last year 
by Reliance Petroleum Co., London, 
Ont. Not primarily a TBA budget 
plan, it was being offered as a way for 
car owners to pay for gasoline, oil and 
any other kind of service or product 
sold at stations, on monthly install- 
ments, 

In some respects it was similar to 
the so-called revolving credit plan in 
use by a large Toronto department 
store, and thus had the apparent ad- 
vantage of being familiar to general 
public. This is important in Canada, 
where installment buying is less well 
known than in the United States. 

The Reliance plan was called the 
Travel-Chex budget plan, a trade name 
borrowed from the company’s recently 
adopted credit card system, which em- 
ploys books of pre-punched credit card 
invoices. (The name is copyrighted by 
Reliance in Canada.) For the budget 
plan, special books of 10 pre-punched 
invoices were issued, each good for 
total purchases of $2.50. At least this 
was the amount determined upon for 
the trial run, although it was one of 
several features susceptible of easy 
change if desired. 

Customers who became holders of 
the books were required to pay for 
them at the rate of $5 per month, al- 
though this too, was an elastic feature. 
The rate of monthly payment could 
have been revised quickly, if the 
scheme had prospered otherwise. 

Dealer Kept Record—For the test 
run, invoice books were issued only 
through dealers. The issuing dealer’s 
name was written on the inside front 
cover, and the invoices were good only 
at his station. The dealer was respon- 
sible for recording the monthly pay- 
ments of $5 (to be made to the dealer 
at the time of making a purchase) in 
a ruled space provided on the face of 
the invoice ticket. 

At the same time the dealer also 
completed a simple bookkeeping oper- 
ation of carrying forward any unpaid 
balance from the previous ticket stub, 
adding it to the current purchase, and 
showing the net unpaid balance. This 
was all accomplished by filling in five 
blank spaces on the face of the invoice 





and the stub. No other record was 
kept by the dealer. 

The prepunched invoices were sent 
in to the Reliance home office, and run 
through the tabulating machinery. As 
long as the maximum credit of $25 
was not exceeded, and no errors ap- 
peared, no further bookkeeping was 
needed. It was not necessary to send 
any statement to the customer because 
the exact state of his account was al- 
ways apparent on the last stub in his 
book of invoices. 













HEL 


thes 


T Eliminate costly mainte- 
nance of obsolete pumps. 


Cut delivery costs with 
fewer stops—bigger dumps. 


Build volume through im- 
proved service. 


TeniEIM 
Power: 


If you've only been skimming the surface of the 
profitable consumer market, check the versatile 
Tokheim Power Pump. It will deliver years of 
trouble-free service without costly maintenance; 
permit bigger volume deliveries and fewer 
stops; build good will through better service. 
Highest quality. Moderately priced. It’s tops! 


Call your Tokheim representative today! 


lf a customer desired to make a 
larger payment than the $5 minimum 
per month, he would be at liberty to 
do so. By means of the simple, auto- 
matic bookkeeping his payments could 
be raised in proportion to his pur- 
chases. There was enough flexibility in 
the mechanical parts of the plan to 
meet most customer or dealer pre- 
ferences. 

Plan Didn’t Take—But the plan it- 
self did not appeal to customers, even 
though the trial run was conducted 
through a selected group of dealers 
who understood and liked the idea. 
They promoted it by means of a spe- 
cial mail campaign, by personal calls 
at homes of customers, and by talking 


mp A FEATURE FACTS! 


@ delivers approximately 10 gallons 
per minute 


@ built-in check valve—no foot valve 
necessary 


@ gecr-type pumping unit with built-in 
by-pass valve 

@ explosion-proof motor 

@ removable strainer screen 

@ welded steel housing 

@ baked enamel finish 

@ dial meter with calibration adjustment 





General Products Division 


TOKHEIM CORPORATION 
DESIGNERS AND BUILDERS OF SUPERIOR EQUIPMENT 


1650 Wabash Avenue 


SINCE 1901 
Factory Branch: 1309 Howard Street, San Fr 


Fort Wayne 1, Indiana 
3, California 





Canadian Distributor: H. Reeder, 205 Yonge Street, Toronto 
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More DURABLE than 


any 


Write to address be- 

low for free copy of 

informative booklet 
| on the high-perform- 
| ance, low-upkeep U.S. 

Peerless Rubber Bat- 
) tery Separators 


Se 


Battery acid and plate material 
have a highly corrosive effect on 
ordinary separators, especially at 
high temperatures. Charring, pin- 
holing, pitting and disintegration 
are common results. But not with 
U.S. Peerless Microporous Rubber 
Separators. These durable battery 
protectors have greater resistance 
to oxidation than any other known 
separators. Laboratory and road 
tests proved this beyond the slight- 
est doubt. It’s a selling point no 
customer can resist. Your battery 
business will boom when you sell 


other battery separator... 


Peerless. 

U. S. Peerless Separators are so 
durable that the plates can never 
break through them. They will not 
get mushy or soft during battery 
life—will maintain original tough- 
ness. They cannot be harmed by 
battery acid, overcharging, or heat. 
They deliver 20% faster cranking 
speed because of high porosity. In 
cold weather, they deliver 10% 
more power when needed most. 
Cost per month is far less for Peer- 
less-insulated batteries than for 
batteries with ordinary separators. 


UNITED STATES RUBBER COMPANY 


Electrical Wire and Cable Department « 


Rockefeller Center, New York 20, N. Y. 
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it up to customers at the service sta- 
tion. They did not succeed in inter- 
esting enough customers to make the 
operation worthwhile. 

Even dealers who carried large 
amounts of open account credit on 
their own books were not able to 
switch these customers to the use of 
the budget plan. Reports from some 
dealers shed some light on a related 
dealer attitude toward credit cards. 

These comments indicated that a 
few dealers, at least, would prefer to 
keep their own charge account cus- 
tomers on their own books, if they 
could not get them to use the Reliance 
budget plan. They did not think it 
was a good idea to switch such cus- 
tomers to a regular Reliance credit 
card. In each instance they gave as 
a reason the fact that they could watch 
the account more closely than could 
the Reliance home office. 

The question immediately arises as 
to whether those dealers really prefer 
to carry their own open accounts be- 
cause it ties the customer to their sta- 
tion. Company credit cards, of course, 
are good at any station. 

But there is no certain. answer to 
that, or any of the other questions 
raised by the budget plan trial run. Is 
the Canadian public not yet ready for 
oil industry budget plans? Will install- 
ment selling ever be popular with 
Canadian car owners? 

All that can be known for certain 
now is that this particular plan did not 
bring in the business. 


Dealer's Sales Push 
Makes Profits Climb 


A six-month sales increase in acces- 
sories of 1,000%, a rise of 200% in 
antifreeze and 70% in oil and grease. 
That is the record of one of Brit- 
ish-American Oil Company’s prize 
dealers. 


He is Carl Wenborn, who operates, 


a station in Toronto. He uses a prod- 
uct-of-the-week display and promotion 
plan, among other things. 

For instance, Wenborn and his staff 
sold 38 tail pipe deflectors in a day 
and a half. They did it by snapping 
deflectors on the tailpipes of cars com- 
ing into the station, and letting the 
owners note the improved appearance. 

One of Wenborn’s best ideas is a 
reminder card he fills out for every 
lube customer, which shows the results 
of a battery, motor oil, and gasoline 
tank check-up. If any one of the items 
needs attention, the card is left on the 
dash to inform the owner. 

Of course he also makes a similar 


entry on the work ticket. If the cus- 
tomer has not bought the checked 
items by the time the car is checked 
out, he is again reminded of his needs. 

Murray Hogarth, B/A sales repre- 
sentative in the district, says that the 
sales increases are really outstanding. 
Before Wenborn took over, the sta- 
tion’s record was a fair average for 
the district. 


Phillips Adds Wax Line 


Another addition to the Phillips 
Petroleum Co. TBA line is Johnson 
Car Plate Cleaner, Car Plate Wax and 
Deep Gloss Carnu. Phillips has in the 
past offered only a line of wax and 
polish packaged under its private brand 
label. 


Fuse Assortment Changed 


A study revealing basic changes in 
automobile fuse usage has prompted 
Littelfuse, Inc., Des Plaines, Ill., to 
revise its assortment of fuses in two 
special kits. The changes were made 
in the 100-fuse and 300-fuse kits “to 
keep Littelfuse products current and 
most useful.” 


Valve Caps Match Cars 


Plastic tire valve caps, made in 
green, blue, yellow, gray, red, pink, 
brown, orange and other colors to 
match auto colors may be available 
for resale soon. Owens-Illinois Glass 
Co. introduced them at the recent 


Packaging Exposition at Atlantic City. 
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THAN COMPARABLE COUPLINGS! 
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New Flexiflange Flexible Couplings — 
Specially Designed for Tank-Truck Use 


Because the emphasis over the past few years 
has been on faster unloading, truck and trailer 
truck operators have been moving to large size 
piping. There has been one important drawback, 
however, to this trend. Leakproof, flexible cou- 
plings to fit the larger pipe have always been 
available—but they are designed primarily for 
use in bulk plants and refineries. This means they 
are much heavier than need be. 

Now Philadelphia Valve Co. has solved the 
problem with its new line of Flexiflange Flexible 
Couplings. Made of malleable iron, they are 
engineered specifically for use in truck and 
trailer tanks. They're designed for 100 psi with 
a liberal safety factor—far stronger than neces- 
sary for tank-truck service—yet in most cases 
they offer a weight saving of up to 58% percent! 

Flexiflange Couplings fit into the same grooves 
as any standard couplings. The seals, too, are 
interchangeable with other standard makes 
They are available in all sizes from 1” to 6”. Pipe 
sleeve adapters can also be furnished. 

To get peak efficiency with up to 5834 percent 
saving in weight, be sure to specify Flexiflange 
Couplings by Philadelphia Valve. Write for 
complete information and prices. 


PHILADELPHIA VALVE COMPANY 
3415 Aramingo Avenue, Philadelphia 34, Pa. 


Pacific Coast Distributors: 
Oil Marketing Equipment Co., 325 Fremont Street 
San Francisco 5, Calif. © Howard Supply Co., 
5125 Senta Fe Avenue, Los Angeles 11, Colt 





How Sohio Looks at Accessories 


Standard Oil Co. of . Ohio has 
reached some profitable conclusions 
about accessory merchandising. 

First, it believes there is a good 
profit in accessories. 

Don’t put anything in the accessory 
line that doesn’t conform to an exact- 
ing yardstick, and don’t ask the field 
to make your decisions for you, the 
company says. 


Then, give dealers accessory sales 
objectives in terms of units, not dollars. 


The detailed independent study of | 


Standard of Ohio’s accessory business, 


from which Sohio drew its conclu- | 
sions, involved an apportionment of | 
cost factors sometimes overlooked or | 
guessed at. These included such re- | 


mote expenses as a charge for the use 
of company capital, a share of gen- 





spare 


G. P. & F. Flexible Spout Utility 
Cans are so handy for so many 
uses—no wonder oil sales go 
up the moment these cans are 
displayed! These sturdy, steel 
shipping containers do more 
than just deliver your product. 
They'll give a real promotional 


push to your sales. 


IDEAL FOR 


OUTBOARD MOTORS 
POWER LAWN MOWERS 
AUTOMOBILES 
CAMPING STOVES 
GARDEN TRACTORS 


Available in 2, 24, 
3, and 5-gallon sizes 
—complete with 8’’ 
detachable hose, 
hose storage clip on 
spout, and self- 
contained measur- 
ing cup. 


—— 
(Pek | 


——— 


Furnished in solid 
colors or litho- 
graphed with your 
own design, trade- 
mark or advertising 
message. Write for 
complete details and 
prices. 


GEUDER, PAESCHKE & FREY CO. 


425 NORTH I5TH STREET @ MILWAUKEE 1, WISCONSIN 





eral depreciation, 
a portion of bulk 
plant maintenance 
and a long list of 
similar items. 

After due ap- 
plication of every 
conceivable cost 
item, a very satis- 
factory profit re- 
mained. 

Despite drastic 
cuts in the num- 
ber of accessories carried, volume and 
profits have grown steadily since 1948, 
said M. S. Marsh, Sohio’s TBA man- 
ager, speaking before the Midwest Oil 
Industry TBA conference in Chicago, 
May 3-4. Even after the number of 
principal accessories in the line was 
cut down from 100 to 57, it is still 
too large, he said, and should be 
further reduced. 

An oil company should apply a rigid 
yardstick, Mr. Marsh maintained, to 
every accessory being considered for 
inclusion in the line. Factors to study 
should include the attainable volume, 
the margin of profit, and the total 
investment required. 

Next, no accessory should be sold 
at the service station if it is not 
related to cars unless it is easy to 
install, needs no additional equip- 
ment, involves no difficult handling 
and requires no long technical dis- 
course to sell. Possible exceptions 
might be products which customers 
expect to find at stations because com- 
petition offers them. 

These are matters for study and 
decision by management, said Mr. 
Marsh. It is not sound to ask division 
offices what accessories can or should 
be sold, and establish policy on the 
basis of their estimates. Their opinions 
may held, but the over-all yardstick, 
as outlined, should provide the answer 
as to whether a specific accessory 
should be left in, or added to the line. 

The rank of the chief accessories in 
the line, as to their share of the total 
accessory volume, is as follows: 

Oil filters Brake fluid 

Spark plugs Tube repairs 

Shock absorbers Fan belts 

Seat covers Wiper blades 

Mufflers and Flashlights 

tail pipes Radiator hose 

Wax and polish Thermostats 

Summarizing his views, Mr. Marsh 
suggested that it is not logical to use 
TBA items as an attraction to get more 
people into the station. The need for 
gasoline provides all the traffic the 
dealer needs, he said. “None of us,” 
he said, “has begun to tap to the full 
the TBA possibilities presented by that 
traffic.” 


M. S. Marsh 


NATIONAL PETROLEUM NEWS + May 1/19, /954 





New Camelback Draws RMA Frown 


A new, lightweight camelback 
appeared on the market last year 
for the first time since the war. 
It’s a move in the wrong direc- 
tion in the eyes of the Rubber 
Manufacturing Assn. 

In fact, the association pub- 
lished a warning to all retread 
shops, contained in recent RMA 
bulletin. 

Here is what RMA says about it: 

“The promotion among retreaders of 
the use of shallow skid-depth matrices 
gravely concerns the members of the 
RMA Tire Accessories and Repair 
Materials Committee. This operation 
would permit the use of %2” gauge 
camelback where ordinarily 1%2” and 
1440” material would be utilized. 

“In the Committee’s opinion such a 
practice is detrimental to public safety 
because the resulting tread thickness 
affords insufficient carcass protection 
against bruise breaks, cuts or punc- 
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Complete Warehouse Stocks 
of HI-V-1 oil available: Enid, 


@ Your customers will go for the 


tures. The Committee believes that a 
tire retread with less than 1%2” camel- 
back will deliver correspondingly less 
service. For instance, a %g2” tread 
depth will give some 45% less mileage 
than a regular first-quality retreaded 
passenger car tire. This difference in 
tread thickness is not readily dis- 
cernible to the purchaser and he would 
have no knowledge that he is acquir- 
ing a sub-standard product. 

Cost Factor Too—“It is pointed out 
that the cost-per-mile of such a re- 
tread would be higher than that of 
a standard depth first-quality retread. 
Furthermore, the low economic value 
of the shallow type retread would 
compel vulcanizers to purchase sec- 
ond-grade repairable cord bodies. 
From the safety standpoint alone this 
is quite undesirable. Since there is no 
saving On labor or overhead costs of 
producing the shallow depth retread, 
the only potential economy is in the 


slight difference of material content 
between the shallow and _ standard 
gauges. 

“The Association group has a vivid 
recollection that under government 
regulation and during wartime strin- 
gencies camelback quality and retread 
mileage deteriorated so much that the 
public lost confidence in retreading 
Since World War II, however, camel- 
back manufacturers and retreaders 
have collaborated in assuring quality 
materials and workmanship, resulting 
in long-wearing products. Camelback 
manufacturers are apprehensive that 
should retreaders again turn out prod- 
ucts that will have a relatively short 
service life, public confidence once 
more will be lost and great harm 
caused to the industry and trade. 

“Manufacturers are confident, how- 
ever, that reputable retreaders who 
are mindful of the future will shun 
the use of shallow skid-depth matrices, 
secure in the knowledge derived from 
experience that the best method of 
competing with new tires is to assure 
the customer long-wearing and safe 
retreads.” 
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Dealers Need Tubeless Tire Know—How 


Tubeless tires are mening into the oil industry spotlight. With 
e 


them come new problems in 


aler education in sales and servicing. 


For the first time at any Oil Industry TBA meeting, a session at 
the Midwest TBA Conference in Chicago May 3-4 was devoted to the 


tubeless tire. 

At the same time tire compe- 
tition is sparking a new demand 
from dealers for TAA budget 
plans. 

And dealers are learning to drop tire 
selling hints one at a time to the fast 
moving customer at the gasoline pump. 

With two major oil companies al- 
ready adding a tubeless tire to their 
private brand line, and eight others 
handling a rubber company tubeless 
brand it was only logical for the Mid- 
west TBA Conference to discuss dealer 
training angles connected with the 
marketing of tubeless tires. 

Petroleum marketers have two 
things in mind when they think about 
offering tubeless tires at their stations. 

1. They want to be ready with a 
dealer organization already familiar 
with the repair and servicing of tube- 
less tires whenever they appear as orig- 
inal equipment. It seems almost cer- 
tain now that they will appear on some 
new models by summer’s end. 

2. The tubeless tire gives dealers 
something new to talk about. It lets 
the dealer offer something a little bet- 
ter than the conventional tire plus 
tube, and gets him out of a contest to 
see who can offer the lowest price. 

How Skelly Did It—John K. Howe, 
TBA manager Skelly Oil Co., Kansas 
City, who pioneered last fall in putting 
the Hood tubeless tire in the Skelly 
TBA line headed a team from Skelly 
which included Joe Welland, assistant 
TBA manager, and Gerald H. Fent, 
TBA sales promotion manager. 


Howe explained the need for care- 
ful education of dealers in mounting, 
demounting, and repairing tubeless 
tires before they can be sold in any 
volume. When Skelly introduced the 
Hood tubeless last fall, preliminary 
meetings were staged to educate the 
sales force on what they would have 
to do at dealer meetings. 

Then, in the space of three weeks, 
a total of 133 dealer meetings were 
held in the field. All were devoted to 
sales and service of the new tubeless 
tire. At each meeting a demonstration 
was made of the way to take off and 
put on a tubeless tire. A sample demon- 
stration was staged at the Midwest 
TBA meeting by Joe Welland and 
Jerry Fent. 

Welland explained how the tire and 
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air valve are constructed and how they 
work and outlined precautions to be 
observed in getting a tubeless tire 
properly mounted. 

Working with a power-operated tire 
changer set up on the stage, Fent went 
through the steps involved in mount- 
ing and demounting a tubeless tire. A 
point was made of the fact that Fent 
is “just an advertising man” rather 
than a factory specialist in tires, but 
that he had no trouble in learning the 
simple steps in handling a_ tubeless 
tire. 

The team also explained and demon- 
strated a repair gun which is used to 
inject a rubber sealing compound 
through the hole made by small punc- 
tures in tubeless casing. This device 
can be used with tubeless tires made 
with a puncture sealing compound on 
the inside of the tire. 

Tire Competition Climbing—Gener- 
ally sharper competition for tire busi- 
ness can be expected, according to C. 
J. Marx, Seiberling Rubber Co., Bar- 
berton, Ohio, who represented the tire 
industry on the tire panel. Few oil 
marketers realize how large a volume 
of tires are sold on the installment 
plan, he pointed out. He estimated that 
out of the entire total of replacement 
passenger tires sold in 1953, probably 
as many as 35% were bought on time 
payments. 

A good budget plan should be a 
part of the selling equipment that 
every TBA department should make 
available to its dealers, if they are to 
hold their place in tire competition. 
Dealer attitude today is such that they 
are more receptive to the use of budget 
plan. They know there is no money in 
a price-cutting contest on tires; they 
also know their biggest competitors all 
get business by offering easy terms. 

For these reasons there is a trend 
toward wider use of TBA budget mer- 
chandising. 

Planning Sales Ahead — Another 
way dealers must learn to look for tire 
sales was described by A. H. Heidings- 
felder, TBA manager, Pan-Am South- 
ern Corp., New Orleans. They have to 
turn the handicap of a customer in a 
hurry into a sales opportunity, by 
starting a tire sales talk at the pump 
island long before the customer needs 
tires. 

“Dealers often agree that they have 
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a big tire potential,” he said, “but say 
they have no time to talk tires because 
gasoline customers are always in a 
hurry.” This shouldn't stop the dealer, 
Heidingsfelder said, because he sees 
his customer far more often than any- 
one else does. Each time the car is in 
the station, even though it is just to 
buy gasoline, the dealer can look at 
the tires, and can spot the man who is 
going to need new tires as much as six 
months ahead of time. 

He can do the same thing when the 
car is on the lift, or at the air tower, 
Heidingsfelder pointed out. At any time 
he can note the first sign of tread wear, 
and he can mention some part of his 
tire sales story. He can drop a short 
word about his tire service, and let the 
rest of the story wait for another occa- 
sion. Later he can talk about the fea- 
tures of the tires he sells, at another 
time he can bring up the tire guaran- 
tee. Then he can mention, when he 
gets a chance, trade-in offers, conven- 
ience of his station and time payments 
if he has such a plan. 

Everything he wants to say about 
tires can be mentioned step by step. If 
he waits until the customer needs tires, 
in the last minute rush there may be 
time only for a quick tire price quota- 
tion. The customer may be swayed by 
the low advertised prices of others, and 
the sale may be lost. 

The service station dealer’s most 
favorable advantage grows out of his 
frequent contacts with his customer 
and the many chances he has to tag 
the car that is going to need tires. 
What it amounts to, said Heidings- 
felder, is a six-month “option” on the 
replacement tire needs of all of his 
gasoline customers. 

It’s an exclusive option that gives 
the dealer the jump on competition. 
It’s up to him to exercise it. 


Mathieson Expanding 

Mathieson Chemical Corp., Balti- 
more, is continuing its policy of ex- 
pansion. Early this year Mathieson 
began the direct marketing of private 
brand antifreeze. Previously the com- 
pany had remained in the background 
as manufacturer of the basic antifreeze 
ingredients, ethylene glycol and meth- 
anol. 

In April, the company announced 
the conclusion of a deal to take over 
the marketing of two antifreeze brands 
formerly sold by U. S. Industrial 
Chemicals Co. Now under considera- 
tion is a merger of Mathieson and Olin 
Industries, Inc. 
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There’s a Davidson Panel to fit your 
Service Station needs! 


REGULAR PANELS—Regular panels are fabricated from 16 
gauge enameling steel . . . with double return flanges that 
add extra rigidity and flatness. Davidson regular panels 
are supplied in any practical size and shape . . . they are 
light in weight—3 pounds per square foot, making them 
extremely desirable for covering existing service station 
buildings without structural changes. Davidson panels can 
be removed and re-applied in case of building alterations. 


VITROCK PANELS—Vitrock panels are produced by filling 
regular panels with a quick-setting, shrink-proof gypsum 
base material—making them excellent for use where wn- 


usual flatness—sound deadening and shock resisting prop- 
erties are desired. 
A large number of major buyers of porcelain enamel 


‘ for service station buildings specify Vitrock — because 
...the ideal 


Vitrock reinforced panels offer great strength and resist- 
ance to damage caused by accidental bumps and normal 


Service Station service station abuse . . . with Vitrock, maintenance and 


replacement cost is kept to a minimum. Vitrock panels 


coverin a are applied in the same manner as regular panels. Surpris- 
g. a? ingly light in weight—Vitrock panels weigh only 8 pounds 


material that per square foot. 


It will pay you to look to Davidson for the finest in por- 


remains attractive celain enamel . . . its fabrication . . . its erection, Complete 


information on Davidson porcelain enamel and the David- 


son dealer organization is available . . . it’s yours for the 
year after year! asking. Write for it today. 


t 
Davideow ENAMEL PRODUCTS, INC. 


1103 EAST KIBBY STREET, LIMA, OHIO 
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3 Companies Launch Tubeless Tires 


Three new tubeless tires are 
making their entry into the TBA 
market. 

U.S. Rubber Co. has unveiled 
a “regular price” tubeless tire, 
and both Gulf Oil Corp. and 
Socony-Vacuum Oil Co. have ad- 
ded a tubeless tire to their pri- 
vate brand tire lines. 

The U. S. Royal 8, was put on the 
market early in May by the United 
States Rubber Co. It is described as 
being in the “regular non-premium 
price range” since it will list at a price 
roughly equivalent to conventional cas- 
ing plus tube. 

It also incorporates several tread 
improvements. One feature is claimed 
to eliminate tire squeal and hum. Bet- 
ter skid resistance is obtained, the 
company says, by safety slots which 
extend nearly the full depth of the 
tread. 

In announcing the new tubeless tire, 
Howard N. Hawkes, vice president 
and general manager of the tire di- 
vision comments: “We have reason 
to believe that the tubeless version will 
be original equipment on several 1955 
automobiles.” 


Gulf Oil Corp. 


Gulf Oil Corp. has added a tubeless 
tire to its line of private brand tires. 
Gulf says its tire offers protection 
against punctures and blowouts where 


Octjen Heidingsfelder 


most conventional tires with safety 
tubes guard against only one or the 
other. 

In the 6.70-15 size its list price is 
about $35, compared with list prices 
of about $42 for competitive tires with 
puncture or blowout protection. 

Inside the tire body, extending com- 
pletely around each bead, is a two-ply 
layer of specially compounded rubber, 
cured to the cord ply and beads. This 
is an integral part of the tire, replac- 
ing the inner tube. In addition, a 
gummy rubber puncture-sealing shield 
is incorporated beneath the tread area, 
extending to a little below each 
shoulder. 

The new tire protects against bruise 
blowouts with its liner and puncture- 
sealing materials, which prevents sud- 
den deflation. A carcass bruise break 
which can often cause a blowout is 
either confined to a slow leak or, in 
severe cases, controlled safely until 
the driver can come to a normal stop. 

Punctures are sealed in the tread 
crown area (where almost all occur) 
by: the rubber sealant. This plastic 
gum surrounds a penetrating nail or 
other object, closing off air escape. 


Socony-Vacuum 


So far Socony-Vacuum has made 
no public announcement of its new 
tubeless, but the tire has been on sale 
in many of the company’s stations 


Fent Welland Howe 


PANEL DISCUSSION of tire selling and the trend to tubeless tires was handled at 
the Midwest Oil Industry TBA conference by A. E. Octjen, Standard of Indiana, 


Midwest chairman; A. H. Heidingsfelder, Pan-Am Southern Corp., N 


ew Orleans; and 


a Skelly Oil Co. team consisting of Gerald Fent, Joe Welland and John K. Howe, 


Skelly TBA manager 
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since April. It is a premfum nylon 
tire, claimed to be a “180 level” prod- 
uct. (Tires are rated by comparison 
with original equipment quality, which 
is 100 level.) 

Called the Mobil Premier, the new 
tubeless makes full use of antiskid 
slits molded in close succession and 
extending to the full tread depth. The 
tread is the chief talking point. Dealers 
use sample tread sections to show 
customers. 


Combination Truck Tire 


A new B. F. Goodrich truck tire, 
called the All-Purpose, is a sort of 
combination highway and off-the-road 
tire. It is designed primarily for those 
truck operators who put in most of 
their mileage on pavement, but who 
need some extra traction for short 
distances off the highway. Examples 
of the kind of service the company has 
in mind are loggers, sand and gravel 
haulers, ready-mix concrete trucks, oil 
field haulers, pipe line contractors, and 
excavating contractors. 


Versatile Flashlight 


Justrite Manufacturing Co. calls its 
new lantern-type flashlight “Picnic 
Pal.” The kit contains, in addition to 
the light, a clear spotlight lens, white 
honeycomb flood lens and red plastic 
lens for use as a warning light. The 
light will stand alone on its flat base 
and has a detachable bail-type handle 
for carrying or hanging. Suggested re- 
tail price is $3.97. 


New Tire on Market 


“Traction Hi-Miler,” Goodyear Tire 
and Rubber Co.’s new truck tire, has 
a completely new body and tread, and 
is available in either rayon or nylon 
cord. Goodyear claims 242 more skid 
resistance and 47% longer tread life, 
since the new unit is flatter and places 
more rubber on the road than stand- 
ard tires. 
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PUBLIC RELATIONS 


How Socony Builds Public Confidence 


“No business is truly safe unless it serves its customers better 
than they could serve themselves, persuades them it is doing so, and 
retains their good will in the process.” 

That’s a fundamental in Socony-Vacuum’s public relations policy 


as outlined to company share- 
holders last month by Board 
Chairman George V. Holton. 

He said Socony tries to be a 
good employer and a good neigh- 
bor, working hard in the public 
interest. It rejects the view that 
there is something sinister in the 
mere existence of a big corpora- 
tion. And it thinks big companies 
deserve defense against unfair 
attacks. 

Here is the way Holton ex- 
pressed it. 

We now have about 17,000 share- 
holders and are pleased with the in- 
creased interest they are taking in the 
company’s affairs. The management is 
continually trying to give them a clear- 
er understanding of the company, of 
what it is endeavoring to do and of 
how well or badly it is making out. 

Very naturally, your greatest inter- 
est is in the number of dollars the 
company is earning and information 
on which you can base your own 
estimate of how many it is likely to 
earn and how many can wisely be dis- 
tributed as dividends. Information of 
this type is given you in considerable 
detail in our annual reports, at these 
annual meetings and through other 
media. 

You may ask why you should 
bother to learn anything else about 
the Company. The answer is that the 
success of a company depends to a far 
greater degree than you may realize on 
factors which do not appear in the 
balance sheet and income statement. 

A point greatly in need of emphasis 
is that what people think of a corpo- 
ration has a lot to do with its success 
or failure in making money. The day 
has long since passed when a corpora- 
tion of any size could duck the re- 
sponsibilities of citizenship on the 
ground that it was organized solely to 
make and sell goods. Corporations 
have acquired personalities, and for 
the most part are as anxious to be 
regarded favorably as are the individ- 
uals who own and work for them. This 
concern has a sound basis and is di- 
rectly related to the preservation of 
even the right to be in business. We 
can no longer take that right for 
granted. Al! privileges granted by law 
can and will be withdrawn when a 
change seems desirable to enough 
people. 


GEORGE V. HOLTON 
Corporations are human 


No business is truly safe unless it 
serves its customers better than they 
could serve themselves, persuades 
them it is doing so, and retains their 
goodwill in the process. One can’t be 
too sure how long corporations would 
retain their present opportunities to 
operate at a profit if making money 
were their sole contribution to society. 

What else do we do besides make 
money? What are our contributions to 
the common good? 

We start by trying to do the job 
that lies nearest to us. We strive to be 
good employers. We provide steady 
employment at good wages. We make 
available insurance to help our people 
through periods of illness or accident. 
We have a plan which encourages our 
employes to save and invest a portion 
of their savings at regular intervals in 
stocks and government bonds. We have 
another plan whereby some degree of 
security is afforded our people upon 
retirement after long years of active 
service. Our purpose in all this has al- 
ways been to attract able people to the 
company, to deserve and retain their 
loyalty and to make reasonable pro- 
vision against their becoming a burden 
to their families or the general public 
when their earning capacity has di- 
minished. 

In all of its varied daily activities 
the company tries to be a good neigh- 
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bor. Quite removed from our normal 
operations, there have been many oc- 
casions when we have been helpful 
to others in time of disaster. I refer 
to the untiring efforts so promptly 
volunteered by our people in bringing 
relief to the victims of flood, fire and 
storm, and to the immediate donation 
without stint of company property 
such as trucks, barges and fire fight- 
ing equipment. 

We have contributed not only to the 
alleviation of disasters but also to their 
prevention. Our air agitation method 
for putting out oil fires has been widely 
publicized. It has been made freely 
available to our armed forces, munici- 
pal fire departments, our competitors 
and anyone else who wants to use it. 
We have made a motion picture in 
color to show how it works. 

To promote highway safety we have 
produced other motion pictures and 
made them available to theatres, tele- 
vision stations, schools, clubs and 
other organizations. One of these 
films has been seen by more than 17 
million people, not including the tele- 
vision audience. At some high schools 
every youngster eligible for a driver's 
license sees this film as part of his 
driving course, and for a time in one 
community every traffic law violator 
was required to see it. 

Our sponsorship of the Sunday eve- 
ning symphony concerts conducted by 
Arturo Toscanini during the . season 
just ended is still another example of 
the many ways in which we strive to 
make the company recognized as a 
contributor to a better life for millions 
of people beyond those who own it, 
whose livelihood it provides and who 
use its products. 

We contribute rather liberally to 
certain charities such as the Red Cross. 
Of a somewhat analogous nature is 
our recognition of the financial plight 
of educational institutions, and we 
are engaged right now in considering 
how far this company should go in 
attempting to do something about it. 

The success of our business and of 
all business depends primarily on the 
intelligence and ability of the people 
running it. This in turn is based largely 
on the educational facilities which have 
been available to them. We do not 
believe it will be good for the country 
to have all of its colleges and uni- 
versities supported by the state, and 
the extent to which corporations 
should step in to prevent the endowed 
colleges from being forced out of 
existence because of lack of funds is 
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here’s why Thermoid PUBLIC RELATIONS 
fan belts and radiator hose very properly receiving increased at- 


tention. 
are top TBA items: In all this while we seek no direct 
baad i return we are trying to give people 
justification for believing that the 
They are high quality, functional, easily company is not altogether soulless but 
installed, expandable. is fair, conscientious and _ public 
spirited. Such a belief should, we 
They are backed by specialized merchan- think, lead readily to the conclusion 
dising experience for year ’round sales. that the company must be good to 
work for, good to deal with and an 
Minimum inventory provides maximum asset to the community. 
coverage. Assures rapid turnover — Clearly a business corporation labors 
at good profit. under some severe handicaps in try- 
ing to establish itself as a good citizen. 
We all know that a corporation is an 
association of persons who have been 
given a charter or right by the State 
to do specific things, and as such is 
a legal entity distinct from the per- 
sons who compose it. It is easy, there- 
fore, to represent a corporation as 
being completely impersonal—sort of 
a glorified slot machine created by 
glassy-eyed bankers and lawyers. 

In fact, many people find something 
sinister in the mere existence of a 
corporation—especially a big one— 
and suspect mysterious and evil goings- 
on. Catering to this prejudice we see 
politicians, particularly at election 
time, and with the awareness that their 
victim cannot vote, blame most of the 
ills of the world on the wicked and 
greedy corporation, thereby hoping 
to gain praise and votes for themselves 
as champions of the common man. 

Out of such demagoguery comes, for 
example, the all too familiar disposi- 
tion to add to the corporation’s tax 
burden, when advocating an increase 
for the individual, justifiable though 
it might be, would endanger votes. 
And ignored is the fact that even the 
biggest corporation is not very big 
when its assets and earnings are re- 
lated to the individual owner of its 
shares. 

Employes as well as shareholders 
(and many of our employes are becom- 
ing shareowners under our savings 
plan), suffer from this prejudice, be- 
cause their security and opportunity 
in the company are inextricably linked 
It's good business to do | to its prosperity and progress. It is 
business with Thermoid. important that they have a true under- 

standing and the best possible opinion 
Let us show you why. of the organization for which they 
work. 

This is sometimes made more dif- 
ficult by ambitious or misguided labor 


= 
spokesmen who for one reason or an- 

other attempt to stir up bitterness and 

| resentment against the corporation 


with fancy catch phrases and slogans 











A principal supplier to the automotive and through completely false state- 
market for over 50 years ments and distortions of fact. Due in 

large part to the long service of so 
Thermoid Co., Special Sales Division, Trenton, New Jersey many of our people which has taught 
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New Chevrolet Trucks 


are powered and priced 
to save you plenty! 
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When it comes to saving money, you just can’t beat with every new Chevrolet truck—from light 
a new Chevrolet truck. Here are two good reasons delivery models to heavy-duty haulers. In addi- 
why this is true— tion, Chevrolet trucks traditionally put you dollars 
ahead at trade-in time. 

YOU SAVE AT THE START Aren’t these the kind of savings you want in a 
In fact, your savings start the moment you close _ truck? Stop in and talk it over with your Chevrolet 
the deal for your new Chevrolet truck. That's Dealer soon. . . . Chevrolet Division of General 
because Chevrolet is America’s lowest-priced line | Motors, Detroit 2, Michigan. 
of trucks. And yet, no other truck at any price 
offers you ali the new features and advantages 
you get in these great new Chevrolet trucks. 


YOU KEEP RIGHT ON SAVING 


You save on operating costs with thrifty new high- 


compression power ... on upkeep costs with new MOST TRUSTWORTHY TRUCKS 
chassis ruggedness. And you get these savings ON ANY JOB! 





THREE GREAT ENGINES — The new “Jobmaster 261” engine* for extra heavy hauling. The ““Thrift- 

CHEVROLET master 235” or “Loadmaster 235” for light-, medium- and heavy-duty hauling. NEW TRUCK 
ADVANCE-DESIGN HYDRA-MATIC TRANSMISSION* —offered on 12-, %4- and 1-ton models. Heavy-Duty SYNCHRO-MESH 
TRUCK FEATURES TRANSMISSION —for fast, smooth shifting. DIAPHRAGM SPRING CLUTCH—improved-action engage- 
ment. HYPOID REAR AXLE—for longer life on all models. TORQUE-ACTION BRAKES—on all wheels 
on light- and medium-duty models. TWIN-ACTION REAR WHEEL BRAKES—on heavy-duty models. 
DUAL-SHOE PARKING BRAKE—greater holding ability on heavy-duty models. NEW RIDE CONTROL SEAT*—eliminates back- 
rubbing. NEW, LARGER UNIT-DESIGNED PICKUP AND PLATFORM STAKE BODIES—give increased load space. COMFORTMASTER CAB 
—offers greater comfort, convenience and safety. PANORAMIC WINDSHIELD —for increased driver vision. WIDE-BASE WHEELS —for 
increased tire mileage. BALL-GEAR STEERING—easier, safer handling. ADVANCE-DESIGN STYLING —rugged, handsome appearance, 


*Optional at extra cost, Ride Control Seat is available in standard cabs only, “ Jobmaster 261" engine 
on 2-ton models, truck Hydra-Matic transmission on \2-, ¥4- and 1-ton models, 
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EXCEL-$O CAL: 


Send for Bulletin 


CT-102-53 





A calibrating tank, or meter prover, is essential 
in keeping your meters accurate. Small meter 
errors can be very costly. Here is a precision 
instrument which will quickly pay for itself. 
Designed to conform with the A.P.1. Code #1101 
Excel-So Calibrating Tanks come in sizes from 
50 gallons to 2000 gallons in both stationary and 


portable styles. 





Your Plant 
on the West Coast 


TWO PLANTS with deep water 
docks on San Francisco Bay, 
ideally located to handle and 
store all liquid commodities. 


TANKS of various capacities (near- 
ly 5,000,000 gal. total). Ware- 
house space available for finished 
products. 


EQUIPPED to drum, package, 
compound, blend, and distribute. 


RAIL, TRUCK & BARGE. In ad- 
dition to deep water, we are 
adequately served by S. P. and 
Santa Fe railroads. Also truck 
and barge facilities for other in 
and out movements. 


Write, Phone, or Wire: 


DORWARD & SONS CO. 


On San Francisco Bay 
POINT RICHMOND, CALIF. 





NEW HOPE 


in the battle against 


CANCER 


THE FIGHT against man’s cruelest enemy 
is far from won. If present rates con- 
tinue, 23 million living Americans will 
die of cancer—230,000 this year. And 
thousands of these will die needlessly — 
through cancer that could have been 
cured if treated in time. 


ALL THE SAME, there have been victories. 
Thousands who once would have died 
are being saved—thanks, in part, to 
your donations to the American Cancer 
Society. 

AND, LAST YEAR, the Society was able to 
allocate $5,000,000 of your donations to 
research aimed at finding the ultimate 
cure for all cancer. That’s more money 
than ever before. 


MUCH MORE, of course, remains to be done. 
So please make this year’s gift a really 


generous one! 


Cancer 
MAN'S CRUELEST ENEMY 


Strike back—Give 


AMERICAN CANCER SOCIETY 











PUBLIC RELATIONS 





them better, we fortunately experience 
a minimum of this sort of thing. 

We hope our employes and em- 
ployes generally will take such unfair 
statements when they do appear with 
a grain of salt and check their ac- 
curacy before reaching a conclusion. 

I do not expect by anything I say 
either to excite your pity for this com- 
pany or to create in your hearts such 
a warm attachment for it that you will 
be sending in Valentines and Easter 
bouquets. 

But I do wish to remind you, both 
as shareowners and employes, of the 
need for a little better realization of 
the worthwhileness of corporations 
quite apart from their possible attrac- 
tiveness as investments, and the need 
to combat the prejudice against them. 

By and large, corporations make a 
pretty substantial contribution to the 
enjoyment of living in this country. 

The big trouble is that too many 
people tend to think of corporations 
as something entirely apart from hu- 
man beings. As shareholders you owe 
it to yourselves to tell your friends and 
neighbors that the money earned by 
a corporation is money earned by 
people, that the taxes on a corporation 
are taxes on people, that the public 
serviccs performed by a corporation 
are public services performed by peo- 
ple. 

The piece of paper issued by the 
State when the company was fran- 
chised can’t eat or drink money. 
Whether the company makes $5 a 
share or 50c, whether the corporate 
tax rate is 40% or 80% has no effect 
on a corporation’s charter or any 
other inanimate symbol of its exist- 
ence. 

The good deeds or the bad, the 
sound policies or the misguided ones, 
all of which are reflected in profits or 
losses, are those of an aggregation of 
individuals who did not resign from the 
human race when they bought some 
shares of stock. 

Don’t let me leave you with the im- 
pression that I am trying to say we and 
all other business corporations are per- 
fect. We and they are not, and neither 
are our Critics. 

But year in and year out I believe 
that the real contributions to society 
by American corporations contrast 
rather favorably with the more sen- 
sational activities which strangely 
enough in these critical days are re- 
ceiving so much attention by the 
American people. 

In your own selfish interest I sug- 
gest that you learn to sit up and take 
vocal notice when any corporation in 
which you are interested is unfairly 
attacked. 
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heyte different! . 
“GREAT NEW f 
OVERHEAD REELS 


BY GRACO 


Vv They're Attractive! 
V They're Easiest to Install! 
V They're Easiest to Service! 





Now—from the foremost designer and manufacturer of 
overhead reels comes a really great new reel, designed to 
keep pace with the future! 

Gone forever are cost problems of installation and serv- 
ice—these great new Graco Reels can be installed in 
minutes, serviced in seconds! And they retain the perfected 
features that have made Graco Reels popular everywhere. 

You can actually feel the balanced spring action as you 
lower a Graco Hose for service, and see how smoothly and 
easily it retracts. No more fighting or jerking! 

You'll also like the clean, sparkling appearance that 
these striking Graco Reels give to lube departments. Avail- 
able in any number or combination. Reels can be added at 
any time, retaining their “unitized’’ appearance. So—put 
the finest in service at your fingertips...specify new 
Graco deluxe Overhead Reels! 





for: CHASSIS e GEAR # MOTOR OIL e AIR « 
WATER @ AUTOMATIC TRANSMISSION FLUID 


After mounting channel! is 2? Pedestal and reel slide Hose enters shroud roller Access panel is fastened 


in position, four bolts ore easily into position on slot without removing ball with two thumb nuts—no 
tightened to fasten the reei heovy steel track. One bolt stop and valve. Connect- wrench needed. Pane! re- 
shroud. holds entire assembly. ing unions ore easy toreach. moves easily for inspection. 


Write for your personal copy of Graco’s new Catalog 
No. 101 which describes the new Reels in detail, and 


Also New. shows the latest advancements in lubricating and service 
7 eee 


equipment. Your copy is free! 


superb new “600” 
line of portable lube 
equipment— 


illustrated and de- GRAY COMPANY, INC. 
scribed in the big new ENGINEERS AND MANUFACTURERS 


Catalog No. 101. 532 Graco Square « Minneapolis 13, Minnesota 


Regional Offices: New York, Philadelphia, Detroit, Chicago, 
Atlanta, San Francisco 
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EQUIPMENT 


sé 


They Went to Great Lengths to Build This 


On close observation, it can be seen that the tongues of the two gentlemen in 
the picture are in their cheeks, as they undoubtedly were when the news of the 
tank in the picture was passed out. According to the story, the trailer is a sort of 
“mobile pipe line” to combat the high cost of hauling oil products over the high- 
ways. The tank is so long that it can transfer asphalt from the source of supply 
to the point of use on short hauls without moving. The product is pumped in one 
end of the tank by the supplier and out of the other end by the user. Only athletes 
need apply as drivers—each man is supplied with a pair of track shoes so he can 
inspect the rear tires for flats and still keep on schedule. Harry Crank (left), chief 
engineer and sales manager for the Springfield, Mo., Trailmobile plant, and his 
partner had to use a surveyor’s rod and transit to measure the length. They dis- 
covered that if 258 of the trailers were laid end to end, they would reach halfway 
from one place to another. One suspects that a little of the old oil was used in this 
news release. (In a more serious mood, the two admitted the trailer is 45 ft. 8 in. 
long—60 ft. with tractor attached.) 


weather conditions. The gauge can be 


Gauge Shows Tank Level 


Keeping track of the product level 
in an underground storage tank is a 
simple matter with a new low-cost 
liquid measuring gauge. The device 
has survived tests in service stations 


installed on any filler pipe two inches 
in diameter or larger, and is always 
easily visible. Debris, rain, snow and 
other forms of contamination cannot 
enter the tank. Moorman Bros. Manu- 
facturing Co. 


and other installations under all Circle No. 1 on Reply Coupon 








e FOR FURTHER INFORMATION 


On equipment or literature described in this issue: CIRCLE THE NUMBER 
below. Fill in the reply coupon, clip and mail to 


@ Readers’ Information Service 
NATIONAL PETROLEUM NEWS 
330 W. 42nd St., New York 36, N.Y. 
Your inquiry will be forwarded to the manufacturer. Void after Aug. 18, 1954. 
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Paint Dries Rapidly 


The manufacturer claims 20 minutes 
is all it takes for a new enamel-type 
coating to dry. The product is suitable 
for application to wood concrete, ter- 
razzo, magnesite and mosaic tile floors 
and walls. With a proper primer, it 
also may be applied to metal. It is 
resistant to grease, oil, gasoline and 
other materials and compounds. Steel- 
cote Manufacturing Co. 


Circle No. 2 on Reply Coupon 


Battery Carrier Safe 


A telescopic handle and positive 
clamping action on the new “Wemco” 
battery carrier give a straight-up “pull” 
on the terminals. This eliminates the 
tendency to buckle or bend the posts. 
The carrier fits all standard size bat- 
teries. One of its principal talking 
points is the increased safety factor 
provided by the non-slip terminal 
clamps. Western Mercantile Co. 


Circle No. 3 on Reply Coupon 


Hose Easy To Handle 

New Dacro-Flex fire hose saves 
space and is easy to rack and handle 
in action. It employs a chemically pro- 
duced polyester fiber as filler cord for 
reinforcement, making possible a 
lighter, more flexible hose with less 
bulk. Hamilton Rubber Manufactur- 
ing Co. 


Circle No. 4 on Reply Coupon 
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Air Does the Work 


One of the toughest jobs in tire 
changing is turned into a “push but- 
ton” operation with a new air-operated 
bead breaker. Designed for all car 
and light truck tires, including safety 
wheels and tubeless tires, the machine 
can be used on the floor or in con- 
junction with any tire machine. With 
the hook in place on the center post 
of a tire machine, or in the center of 
the car wheel, the operator presses the 
handle to position the shoes under the 
rim lip. A button on the handle 
activates a piston that pushes the 
center shoe down to break the bead. 
Salsbury Corp. 

Circle No. 5 on Reply Coupon 


Ce 


Tester Checks Fuel Pumps 


The manufacturer claims only five 
minutes testing time for fuel pump, 
flex lines and connections with a new 
fuel pump tester. The device makes 
both pressure and capacity tests on 
the car and under operating condi- 
tions. The capacity or flow test is a 
check of the over-all condition of the 
fuel system. The company says the 
device is valuable in disclosing troubles 
that may not be apparent on a bench 
test. Kem Manufacturing Co., Inc. 

Circle No. 6 on Reply Coupon 


Hydramatic Trucks Out 


GMC has announced the first full 
line of automatic drive trucks. Ad- 
vantages, as listed by GMC President 
Harlow H. Curtice, are: lower fuel 
cost—Truck Hydramatic automatically 
keeps the engine in proper gear for 


every operating condition; less main- 
tenance expense—automatic drive pre- 
vents “shock loading” strains on en- 
gine, drive line and rear axle, and 
there is no clutch to repair; greater 
safety—automatic drive does the shift- 
ing and eases the driver’s work. Gen- 
eral Motors Corp. 

Circle No. 7 on Reply Coupon 


Radiator Work Eased 


A new radiator testing and repair 
bench is offered by Inland Manufac- 
turing Co. An all electric elevator 
system allows the operator to raise and 
lower radiators to any height for test- 
ing or repairing. Tool positions for 
an air blow gun and a shelf for flux 
and tools are within easy reach of the 
operator. The unit is 87 in. long, 46 
in. wide and 58 in. high, with a weight 
of about 615 Ib. Inland Manufactur- 
ing Co. 

Circle No. 8 on Reply Coupon 


Spray Gun Available 


A fluid stream and spray gun is 
designed for lubricating automotive 
components. The manufacturer says it 
eliminates the necessity of large scale 
installations, requires no air or elec- 
trical supply, permits changing from 
a solid stream to a fine spray during 
operation without tools and is self- 
cleaning. Choice of atomized spray or 
solid stream is made by turning a 
knurled shaft. Intensity of the spray 
or stream can be varied by the pres- 
sure maintained on the trigger action. 
Price is $12.95. C. W. Harwin, Inc. 


Circle No. 9 on Reply Coupon 


Tank for Rural Routes 


Rural fuel service dealers can carry 
a variety of oil products in quantities 
to meet the demand on their routes 
with the new “Route Master” farm 
delivery truck tank. Five compart- 
ments will hold any combination of 
oil products. Barrel cabinets are 
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located on the sides of the truck. 
Horizontal can racks carry 5 and 10- 
gal. cans of lubricating oil and other 
products. Spaces are provided for 
tires, batteries and other TBA prod- 
ucts. Butler Manufacturing Co 
Circle No. 10 on Reply Coupon 


Stands Ease Service Work 


Many service jobs in the station can 
be made easier with new safety stands, 
Easy to use, they are placed under the 
front and rear cross members of the 
car frame while it is on the hoist, 
When the hoist is lowered, the car is 
supported by the stands. They support 


the car at the most convenient height 
for tire and brake work and other 
service jobs. When not in use, they 
can be nested to fill a minimum of 
storage space. Price is $39.95 a pair, 
Scholz Equipment Sales 

Circle No. 11 on Reply Coupon 


BARRETT automatic 
Filling and Crimping Equi ' 


Dall 





for handling greases and other 
viscous fluids. 

@ No operator required 

@ 100% air operoted. 

Fills, seals, stomps and counts bug 
cover pails. Output of 15 pails per 
minute. Write for details on installe- 
tion to meet your requirements. 


a ee 


Wanufacturing Co. 

















Everything in Bulk Plant 
and 
Service Station Equipment 


INDIANA OIL EQUIPMENT CO. 


417 Madison Ave., 
Indi p i 4, Indi 











MICHIGAN 











R. V. SEAMAN CO. 


Michigan’s largest wholesaler of 
truck tank, service station and 
bulk plant equipment. 
SAGIN AW—DETROIT— 
GRAND RAPIDS 








NEW JERSEY 








EQUIPMENT 
for the 


OIL INDUSTRY 

. 
Rebuilt 
PUMPS — METERS — REGISTERS 
. 
PARTS FOR MOST PUMPS 

* 

TEN HOEVE BROTHERS 

359 Mclean Bivd., Paterson, 3, N. J. 








NEW YORK 








RENICK & MAHONEY, INC. 


380 Second Avenue 
NEW YORK 10, N. Y. 


Bulk Plant—Truck Tank and 
Service Station Equipment 








OHIO 








on VEER CORPORATION 
Salts — sitvick — SINGINEERING” " 
Ever-tite G OPW Fittings: 


: Goodrich Hose: Reels: 

Air Comp. Farm G Bulk Storage Tanks. 
Designers G Builders 

Bulk Plants and Service Stations 
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Chart Gives Floor Data 


A small cardboard device called the | 
Multi-Clean Florule gives information | 


on how to treat various types of floors. 
When a rotating dial is pointed to the 
name of a certain type of floor, a 


slot discloses the proper floor mate- | 


rials to use, coverage in square feet 


per gal., drying times and methods of | 


application. A complete description of 


the company’s floor treating chemicals, | 





together with packaging information, | 


is on the reverse side. 
Products, Inc. 


Multi-Clean | 


Circle No. 12 on Reply Coupon 


The How of Washers 


Information and pictures on the | 
manufacture and availability of metal | 


and fiber washers, both standard and 
special, is organized in a 16-page 
booklet. The publication contains data 
on general washer characteristics, tol- 
erances and facilities for meeting in- 
dividual requirements. Standard wash- 
ers carried in stock and existing die 
sizes for production of more than 
30,000 types and sizes of washers also 
are included. H. K. Metal Craft 
Manufacturing Co. 

Circle No. 13 on Reply Coupon 


Coatings Analyzed 


Carboline corrosion-resisting coat- 


ings are defined in terms of service- | 


ability, cost and life in a new bulletin. 
The bulletin places corrosive service 
conditions in broad classifications, de- 
fines the company products in general 
terms, then estimates the life of the 
product under each conditions or states 
“not recommended.” Principal limita- 
tions of each material are made clear 
by tabulated data. Carboline Co. 
Circle No. 14 on Reply Coupon 
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OKLAHOMA 


THERE'S A 


Garsboy PUMP 


FOR EVERY SIZE CONSUMER ACCOUNT 


ROSE EQUIPMENT COMPANY 
1821 Linwood Blvd., Oklahoma City, Okla. 





PENNSYLVANIA 








RUTLEDGE EQUIPMENT CO. 


334 Bivd. of Allies Pittsburgh 22, Po. 


Rutledge Service Station Flood ts 
GGB Equipment—Buckeye Valves 


Fi 
Granco Pumps © Meters—Air 
Compressors 








West Penn Oil Equipment Co. 
512 Sandusky St. Cedar 1-8822 
Pittsburgh 12, Pa. 

Bulk & Service Station Equip. 

Erie Computing Pumps 
Pittsburgh Equitable Meters 
Roper & Marlow Pumps 








E. O. HABHEGGER CO. 


Fairmount Ave., at 24th St. 
PHILADELPHIA, 30 


HABHEGGER 


For The Petroleum Industry 
LK PLANTS 
TRUCKS—SERVICE STATIONS 








TEXAS 








UNITED PUMP SUPPLY, INC. 
1701 S. LAMAR DALLAS, TEXAS 


SALES & SERVICE 


BUCKEYE VALVES: COX WELLS: 
EVER-TITE: GOODRICH HOSE: 
GRANCO PUMPS: JOYCE LIFTS: 
MARLOW PUMPS: OILCO LOAD- 
ING ARMS: PIPE: PIPE FITTINGS: 
SMITH METERS: TOKHEIM 
PUMPS: WESTINGHOUSE AIR 
COMPRESSORS. 








WEST VIRGINIA 








SMITH METERS 


H. H. TRUITT 


1403 8th Ave. 
Huntington 1, W. Va. 


Westinghouse Air Compressors 
Service Station or Bulk Plant Equip. 
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"eNO lnke - : - interpreting the oil news 


Midwest 


By Leonard Castle 


Perseverance Paid Off 


Hearty congratulations are in order 
for the Nebraska Petroleum Mar- 
keters, Inc., and particularly its execu- 
tive secretary, Herbert H. Hahn, for 
their part in winning the 14-year bat- 
tle to eliminate the federal excise tax 
on “hot” tractor fuel. 

During that long period, the Ne- 
braska association often was on the 
verge of giving up. But on each occa- 
sion the membership took another 
deep breath and plunged into the 
battle anew. The final victory was 
proof of what an industry group can 
accomplish through perseverance. 

Herb Hahn, reporting to his mem- 
bers that the amended bill became 
effective May 1, noted: 

“Thus ended, successfully, a 14- 
year-old fight to get rid of the sense- 
less- non-productive and time-consum- 
ing practice of charging a tax on a 
single-purpose fuel and then refunding 
the tax when the fuel was used for 
that purpose. 

“For 22 years, the refiner-suppliers 
were required to charge an excise tax 
on ‘hot’ tractor fuel. The jobber, of 
course, had to pass the tax on to his 
customers or get exemption certificates 
on which to base his claim for refund 
of the tax he had paid. 

Tough Going—He recalls one event 
during the war when he accompanied 
Dale Smart of Skelly and John Ainlay 
of the Petroleum Industries Commit- 
tee to Washington in an effort to “sell” 
their ideas to a man from the U.S. 
Bureau of Standards. 

“The pay-off came,” Hahn recalls, 
“when this gent assured us ‘hot’ trac- 
tor fuel might be ‘re-refined’ into 
“furnace oil.’ That was the signal for 
us to gather up our papers and depart 
—which we did—leaving the bemused 
‘expert’ alone with his theories.” 

And many people, he notes, will 
remember when the OPA classed trac- 
tor fuel with burning oils. 

Hahn pays particular tribute to the 
assistance extended by the late George 
E. Kinney, manager of the oil and 
gas department of the Farmers Union 
Exchange, who worked closely with 
the association. He died last winter. 


“Then there were all those busy 
jobbers who circulated petitions ask- 
ing for the repeal of the tax,” Hahn 
continues. “Thousands of names. A 
big job. All done voluntarily by men 
working with their friends and neigh- 
bors.” 

“Then there were the suppliers and 
their technical men. They worked on 
the amendment for months . . . Even 
a casual look at our file will show that 
a great many people helped. It would 
take more space than we have to list 
their names.” 


Public Demands Met 


The dynamic growth of petroleum 
in the Midwest during the past eight 
years is emphasized by a new expan- 
sion program of Great Lakes Pipe 
Line Co., its third since the end of 
World War 2 (see NPN, May 5, 
page 22). 

When the second expansion pro- 
gram was completed three years ago 
we wrote in November of 1951 that 
“the Midwest should be assured of 
adequate transportation of petroleum 
products on a year-around basis for 
many years to come.” 

And yet, three years later, Great 
Lakes is embarking upon a third pro- 
gram designed to move greater 
amounts of burning oils in advance 
of the heating season into Iowa, 
Nebraska, Illinois, Wisconsin and the 
Dakotas. 

We decline at this time to predict 
whether the new capacity will be 
adequate for future heats. 

However a couple of statements we 
made three years ago still hold true. 

One was that expansion of the Great 
Lakes system, increasing its capacity 
to 300% more than it was in 1945, 
will go a long way toward alleviating 
possible shortages of heating oils in 
areas such as the Twin Cities, which 
in the past have been isolated from 
water transportation during winter. 

The other observation, which cer- 
tainly holds true, was: 

“Great Lakes’ two expansion pro- 
grams . . . over a short period of six 
years is another example of and tribute 
to the traditional resourcefulness and 
ingenuity of the oil industry. To assure 
the consuming public that it would 
continue to receive all the products it 
demanded, Great Lakes completed two 
gigantic programs in the face of steel 
shortages, strikes and extremely cold 
weather. 

“What more proof is needed that 
the free enterprise system still is 
dynamic and efficient and ever sensi- 
tive to the needs of the public it 
serves?” 
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Atlantic Coast 


By 
Raymond E. Bjorkback 


Veteran Is Honored 


The Pennsylvania Petroleum Assn. 
has newly bestowed on Sam Cohn, 
long-time jobber leader of Altoona, 
Pa., an honor it reserves for major- 
company men who've been long and 
closely associated with it. 

That's an honorary life membership. 

Cohn was president of a predecessor 
jobber group, the Pennsylvania Petro- 
leum Jobbers Assn. back in the °20s. 

At one time, he was a member 
of the former Independent Petroleum 
Marketers Assn., a national group of 
which Warren C. Platt, founder and 
consulting editor of NATIONAL PETRO- 
LEUM News, was the first secretary. 

He’s been a veritable—and genial— 
fixture at Pennsylvania Petroleum 
Assn. meetings since that group was 
founded seven years ago. 

Yet his relationship with the organi- 
zation has had to be that of associate 
member. 

The reason for this is that his com- 
pany, which is called the Independent 
Oil Co. Inc., of Penna., hasn’t been 
Independent for 24 years. 

The majority of its stock was sold 
to the former Vacuum Oil Co. as of 
April 1, 1930, and has been held by 
Socony-Vacuum Oil Co. since the 
merger by which that company was 
created in 1931. 

This has made for a singular ar- 
rangement. 

It’s the only one of its kind Socony 
has with a distributorship. 

It’s been a “shake of the hand” ar- 
rangement all these years. 

That is, members of the Cohn family 
have continued as officers of Inde- 
pendent Oil although, on six months 
notice, Socony could require the Cohn 
family to sell out to it, or the minority 
stockholders could require Socony to 
buy their shares. 

Independent Oil started out 44 years 
ago as a retail kerosine route. Its roll- 
ing stock was one 125-gal. tank wagon. 

Sam Cohn’s father, Benjamin, built 
it, with the help of three sons, Charles 
N., Sam and Harry, into a large dis- 
tributorship. They had their own 
“Independent” brand, and operated 14 
bulk plants. 


59 





REGIONS 


Today, in addition to wholesaling 
heating oil, Independent Oil supplies 
automotive products to about 450 
service stations in 22 counties of 
central Pennsylvania. 

Charles Cohn is chairman; Sam 
Cohn, president; Harry, treasurer. 


Under New Flag 


The Bedford Valley Petroleum 
Corp., a Gulf commission agency near 
Everett, Pa., will become an American 
Oil Co. distributor June 1. 

Headed by Robert G. Salathe, it 
supplies 28 service stations in Bedford 
and Fulton counties from an 80,000- 
gal. bulk plant. In addition, it handles 
No. 2 fuel, kerosine and Diesel fuel, 
along with TBA. 

Vice president is Merle D. Snyder, 
who also owns and operates Snyder’s 
Gateway Inn and service station at the 
entrance to the Breezewood inter- 
change of the Pennsylvania Turnpike. 


Marketing Drive On 


Atlantic Refining and its distributors 
are beginning closer co-ordination of 
Atlantic’s marketing programs with 
distributors’ selling activities. 

Particular attention will be paid to 
closer tie-ins on oil heat advertising, 
it was decided at a recent meeting of 
Atlantic’s distributor policy committee. 

Conducting the meeting were W. H. 
Van Voast, Tryon Oil Co., Johnstown, 
N.Y., and H. H. Ingersoll, Atlantic’s 
assistant general manager of market- 
ing 


‘he nine distributors who comprise 
the committee are discussing commit- 
tee meeting reports in meetings with 
other Atlantic distributors in their 
home areas. 


End of the Story 


The case of the unfinished sentence 
in last week's column is now closed. 

The sentence started out to tell 
which one of California Oil Co.’s dis- 
tributors will make product deliveries 
for the company to the southernmost 
two of the six service stations it will 
operate on the New York Thruway. 

“Delivering to the (North and 
South) Sloatsburg locations near the 
New Jersey border will be . . .” the 
sentence read—and stopped. 

The information planned to be in- 
serted, “Home Oil Co., Inc., Passaic, 
N.J.,” arrived before deadline, but got 
sidetracked somewhere between the 
typewriter and the printer’s linotype 
machine. 

Now also, it has been determined 
who'll deliver to the Junius Ponds and 
Clifton Springs locations between 
Syracuse and Rochester. That'll be 
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Raymond A. Thurber, Waterloo, N.Y. 

Thus completed is the “serialization” 
of our little story of Calso on The 
Thruway. 


Pacific Coast 


By Charles N. Pollak 


The Price Goes Up 


The dozen or so Independent re- 
finers in the Los Angeles Basin this 
week added '2¢ to the loading rack 
price for both regular and premium- 
grade gasolines. 

One after another pushed the 
wholesale price up from the prevail- 
ing 12.1¢ for regular and 13.3¢ for 
premium to 12.6¢ and 13.85¢ respec- 
tively (ex 8¢ state and federal taxes). 

The increase even included the 
smallest of the refineries whose regu- 
lar-grade prices had in recent months 
dipped as low as 11.5¢ in some cases. 

“It wasn’t concerted thinking but 
the old price certainly was a univer- 
sal pain,” was the way one industry 
spokesman explained it. 

He painted a picture of the increas- 
ing plight of the small refiners during 
a period of deteriorating retail prices, 
both major and private brand. While 
the refiners’ take was gradually whit- 
tled down by retail price-utting that 
culminated in the sharp price skir- 
mishes of late April and early May, 
firm crude oil prices had placed a 
floor under their costs. 

The upshot, he said, was that “a 
good many of us have been looking at 
red ink for quite a while. We were in 
a squeeze.” 

Refiners cited these reasons for 
raising the rack price now: 

—Summer is coming. 

—TInventories have been reduced 
somewhat. 

—They fear another ‘Korea’ and 
consequent price freeze. They pointed 
out that the advent of OPS after the 
start of the Korean War froze prices 
at subnormal levels because of the 
1950 price war in the area. “We got 
stuck before and we don’t want to get 
stuck again,” said one. 

—They want to narrow the gap be- 
tween the independent rack price and 


its major-company equivalent lest the 
majors come down to meet them. 
Some small refiners claimed the in- 
crease had been too long in coming. 
But the recent retail price-cutting de- 
layed it and, of course, could wipe it 
out if any retailer decides to trundle 
out his “Gas War” A-board again. 
As for other California marketing 
areas, unbranded regular-grade gaso- 
line in the San Joaquin Valley and the 
Bay Region was still selling at 13.1¢ 
and 13.35¢, respectively, at the rack. 


Experts Fighting Smog 

The Southern California Air Pollu- 
tion Foundation, non-profit anti-smog 
entity financed by business and indus- 
try, is moving into high gear in mobil- 
izing the nation’s best technical brains 
behind .its crusade for cleaner air in 
the metropolitan Los Angeles area. 

The foundation has already begun 
the discussions with a panel on ozone, 
free chemical radicals and the de- 
terioration of rubber caused by con- 
taminants in the air over Los Angeles. 

Dr. Lauren B. Hitchcock, president, 
announced that the Automobile 
Manufacturers Associated granted 
$50,000 to the foundation to aid in 
the smog studies. After conferring 
with an AMA subcommittee on auto 
exhaust pollution, he reported “con- 
siderable doubt” among the car- 
makers that any of the proposed after- 
burners for exhaust pipes would 
provide an early practical solution. 

Principal contender in the inven- 
tors’ race to come up with an exhaust 
de-smogger has been Eugene J. 
Houdry of Ardmore, Pa. The noted 
refinery process designer had submit- 
ted a catalytic-type afterburner to the 
Air Pollution Control District for test- 
ing, and initial reports were encourag- 
ing. 

But word from Detroit, according 
to Dr. Hitchcock, was that existing 
devices are still too embryonic; that 
they create engineering problems 
throughout the power plant. 

Meanwhile, the smog battle ex- 
tended into the products marketing 
field with the announcement by Gen- 
eral Petroleum Corp. that it would 
spend $100,000 to install a new vapor 
recovery system at its Torrance and 
Vernon terminals. The system will 
prevent the escape into the atmos- 
phere of vapors created by tank truck 
or tank car loading operations. 

While the device is still on the 
drawing board, GP expects to apply a 
hood or other “trap” to the dome of 
the truck, compress the vapors and 
either incinerate them or find some 
way to reutilize them—the engineers 
haven't yet decided which. 
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EDITORIALLY SPEAKING 


Oil Companies Must Earn Public Favor 


It is noteworthy that George V. Holton, Socony- 
Vacuum board chairman, devoted his remarks 
not to the balance sheet or income statement but 
to the problem of public relations when he ap- 
peared at the annual shareholders’ meeting re- 
cently. 

Mr. Holton didn’t use the term “public rela- 
tions.” Instead, he spoke of a corporation’s re- 
sponsibilities of citizenship” as being an obligation 
as essential as that of making money. In Mr. 
Holton’s opinion, the latter is dependent on the 
former. 

As he put it: “A point greatly in need of em- 
phasis is that what people think of a corporation 
has a lot to do with its success or failure in making 
money.” 

To discharge its responsibilities of citizenship, 
Socony-Vacuum tries to be a good employer and 
a good neighbor, Mr. Holton said. Then, he ex- 
plained: 

“We are trying to give people justification for 
believing that the company is not altogether soul- 
less but is fair, conscientious and public spirited. 
Such a belief should, we think, lead readily to the 
conclusion that the company must be good to 
work for, good to deal with and an asset to the 
community.” 

NPN regards Socony-Vacuum as a model ex- 
ample of a big corporation’s fulfilling the role of 
good citizen. 

Here, though, is the line in Mr. Holton’s state- 
ment that is most important: “I do wish to remind 
you, both as shareholders and employes, of the 
need for a little better realization of the worth- 
whileness of corporations quite apart from their 
possible attractiveness as investments, and the 
need to combat prejudice against them.” 

In other words, if Socony-Vacuum can convince 


National 


its 175,000 shareholders and its 43,000 employes 
of the need to combat the prejudice, it will have 
more than 200,000 individual public relations rep- 
resentatives doing a grass roots job. Socony- 
Vacuum and its affiliates—Magnolia and General 
Petroleum—all will benefit. 

And so will the entire industry. 

This, we believe, points to one of the industry's 
big problems—that of convincing the thousands of 
employes and tens of thousands of shareholders 
that oil companies really are good citizens. Once 
convinced, they will constitute a potentially vast 
army of front-line p.r. representatives. 

Some elements of the industry are aware of 
this problem. Some progress has been made in 
reaching the employes and shareholders. But 
there’s a long way to go—a long road ahead. 

Before employes and shareholders—let alone 
the general public—can be convinced, the indi- 
vidual companies have got to become good citizens. 
Certainly, most of the big companies are making a 
conscientious effort to do so. 

But a very few aren't. And they make it diffi- 
cult for the others to convince shareholders, em- 
ployes and the general public of the “worthwhile- 
ness” of corporations. 

That poses this problem: Can anything be done 
about the reluctant corporations? 

We think so. It will be up to the “good neigh- 
bor” companies to put the heat on the disbelievers. 
Industry opinion can be a strong factor in ac- 
complishing this. 

It won't be easy, and it will take a long time. 
But we think it is an essential step toward realiza- 
tion of the optimum goal—complete public ac- 
ceptance. 

(For the full text of Mr. Holton’s remarks, see 
page 51.) 
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WORLD'S EASIEST TIRE TO SELL 


because it’s the 
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The Sensational New 


’ 





ARMSTRONG eee 
MIRACLE TIRE a ‘ 


4 By ¥ th , * ee 2 
J «e wi ‘i. j 
(\\S i777 aa 
Pr 2 
' ra | 
| Ge. safety discs 
Sa s@ = that guard against 
9 out of IO tire 
failure accidents 


And Now! It’s yours 
to push at a 
POPULAR PRICE! 


When you offer a famous premium tire at a 
popular price . . . you've got a sales appeal that 
can’t be beat. And that’s the selling story behind 


Armstrong's famous “Ounce of Prevention” tires. 
Yes, Armstrong offers you more chance than 


ever to build greater volume . . . greater profits! R HINO- 

Start pushing Armstrongs now! 24 months un- 

conditional road-hazard guarantee. FL EX 

WEST HAVEN, CONN. ¢ NORWALK, CONN. ¢ NATCHEZ, MISS. ¢ DES MOINES, IOWA * SAN FRANCISCO, CALIF, 
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Buyers Wary In Well-Stocked Market 


Buyers continued on the sidelines in markets 
that were well supplied the past week and high- 
lighted by: 

—Summer-fill plan on distillate fuels announced 
by Esso Standard; 

—Slash of 76¢ bbl. in Bradford, Pa., district 
crude oil by Tide Water Associated; 

—Continued decline in No. 6 fuel prices in the 
Mid-Continent, and gas oil cargo prices at the Gulf. 

Open market trading in all products was virtually at a 
standstill with even gasoline lagging despite proximity of 
its big consuming season. Price changes of the week were 
all on the down side. 

Esso Distillate Plan—Esso Standard Oil Co. offered price 
protection and deferred billing to its eastern distillate fuel 
customers during the period May 17 through Sept. 30. The 
plan is designed to encourage summer-filling on distillates. 
It is effective in most of Esso’s eastern marketing territory, 
exceptions being states of Arkansas, Louisiana and Ten- 
nessee. 

Beginning May 17, Esso’s reseller customers will get the 
benefit of company’s lowest posted prices for kerosine and 
No. 2 fuel between the time they make fills and Sept. 30. 
Home heating consumer customers will get the lowest tank 
wagon price during the entire May 17/Sept. 30 period, 
regardless of time of filling. Both resellers and consumers 
will be billed on Oct. 1. 

Ever since Gulf Oil Co. announced a similar summer-fill 
incentive for its resellers and consumers (see May 5 NPN, 
p. 67), eastern buyers generally have held off making com- 
mitments in the expectation that other suppliers also would 
adopt similar plan. Recent reports on cargo and barge 
trading in heating oils at the Gulf and along the East Coast, 
mostly were negative. Buyers just wouldn’t make a move 
unless they had a hedge against further decline in prices 
for kerosine and No. 2 fuel. 

At the Gulf, prices for gas oils in cargo lots ranged from 
8¢ for 43-47 di. 8.125¢ for 48-52 d.i., and 8.25¢ for 
53-57 d.i—off 0.25¢ gal. Declines in gas oil cargo prices 
reflected a similar drop in No. 2 fuel prices at the Gulf, 
from 8.25¢ to 8¢, in late April. 


Bradford (Pa.) Crude Down—Tide Water Associated Oil 
Co. dropped its posting for Bradford district oil from $3.76 
to $3.00 bbl., effective May 17, and was quickly met by 
Sinclair Refining Co. with reduction to same price for oil 
purchased in Allegany, N.Y., district. 

Up to NPN press time, South Penn Oil Co., largest buyer 
of Penna. grade crudes, had not met reduction. 

Neither Tide Water nor Sinclair issued statement ex- 
plaining sharp drop in price. But prices for Pennsylvania 
lubricating oils, key to crude value rather than other refined 
products in Pennsylvania area, have continued to decline 
since last general reduction in crude prices at beginning 
of 1954. 

South Penn., on Jan. 1, cut its postings for all Penna. 
grade crudes in amounts ranging from 29 to 35¢ bbl. Since 
then, Penna. bright stock and neutral oil prices have drop- 
ped 2 to 3¢ gal. 

Price of $3.00 bbl. takes Bradford-Allegany, which is 
the top-grade Penna. crude, back to where it was frozen 
by Office of Price Administration during World War II. 
It climbed to postwar high of $5,00 late in December 1947. 
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Mid-Continent No. 6 drops—Sellers of heavy fuel also 
found some soft markets, and sometimes the fight to hold 
customers was a losing one. In the Mid-Continent, prices 
for No. 6 fuel ranged upward from $1.05 bbl., down 5¢ for 
Group 3 shipments. In Chicago, Apex Motor Fuel Co. 
lowered its residual tank wagon prices 0.5¢ gal., the com- 
pany’s new prices 8.4¢ for No. 5 fuel and 7.25¢ for No. 6 
in tank wagon lots of 750 gals. and over. 

At Philadelphia, the trend from heavy fuel to coal was 
increasingly apparent. This is the contract-signing period 
for big consumers—utilities and large industrials—and as 
much as 4,000,000 bbls. of heavy fuel sales may be “lost” 
to coal in next 30 days. Already over 2,000,000 bbls. of 
heavy fuel sales have been “converted.” One 600,000-bbI. 
No. 6 account changed over to coal on May 17. A big 
electric company ceased buying 300,000 bbl. of No. 6 per 

ear. 

. Havy fuel is losing out to coal in Philadelphia because 
it is at a 25¢-per-bbl. disadvantage. Some sellers of No. 6 
fuel, however, are shading their trucking costs, trying to 
hold customers. 

Gasoline Continues Easy—Even gasoline, now unmis- 
takably “in season,” showed signs of continued easiness. 
The one product at the Gulf that has been in demand— 
95 oct. premium—appeared suddenly in ample supply. 
The tendency to raise octane ratings and not increase prices 
was apparent in the Mid-Continent, with top-quality 
premium offered at 12.625¢, North Texas. 

In Chicago, gasoline at low delivered-in cost was under- 
mining already easy commercial consumer prices. Barge 
regular-grade has been ordered to Chicago jobbers and brok- 
ers at 11.875¢, delivered. Some local commercial consumer 
sales have been negotiated at prices as low as 12.95¢, 
delivered. 

The bright spot, as far as marketers were concerned, was 
the clearing up of some of the retail price wars. There were 
no new reports of cutting in the Wilkes-Barre-Scranton, Pa., 
area, and the New Jersey retail war looked quieter than it 
has in months. Prices were higher in the Los Angeles Basin, 
and also at Portland, Me. 

As one war cleared up, however, others broke out or 
worsened—Long Island, Providence, Salt Lake City. 

Details of gasoline retail developments follow; prices are 
ex state and federal taxes, which are indicated in paren- 
theses. 


Long Island, N.Y. (6¢)—Major companies started grant- 
ing 0.7¢ “voluntary allowances” off their 15.8¢ tank wagon 
prices for regular-grade. Cutting centered in Nassau county 
where retail war has been going on for over a year. Retail 
prices ranged from 16¢ at some private brand outlets up 
to 24¢. 

Los Angeles (8¢)—A two-week price war faded out when 
most private brand dealers advanced from 12.9¢ to 17.9¢. 
Some major brand outlets went up from 17.9¢ to 19.9¢. 

Portland, Me. (8¢)—Retail prices generally up 5¢ gal., 
with many dealers paying 14.4¢ for tank wagon deliveries, 
up a net of 1.5¢. Stations selling major brands increased 
to 18.9¢, 19.9¢ and 20.4¢. 

Providence, R.I. (6¢)—“Voluntary allowances” of 1.6¢ 
(off 15.5¢ tank wagon prices) broke out as retail prices slid. 
Station prices handling major brands ranged from 17.9¢ 
to 18.9¢; private brands, from 15.9¢ to 16.9¢ 
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Salt Lake City, Utah (7¢)—Pump prices for regular- 
grade dropped 1¢ to 16.9¢. Jobbers blamed latest drop on 
overexpansion of retail outlets by major companies mar- 
keting in area. 


Gulf Coast 
Gas Oil Prices Off 0.25¢ 


A decline in prices for gas oils was the only price activity 
at the Gulf during the past week. Trading generally was 
quiet, with bunker “C” fuel about the only product that 
could be termed “in strong hands.” Most grades of gasoline, 
heating oils and gas oils were freely available, some of them 
at “discount” prices. 

Quotations for gas oil ranged upward from 8¢ for 43-47 
d.i., 8.125¢ for 48-52 d.i., and 8.25¢ for 53-57, all down 
0.25¢ gal. The easing in gas oil prices pretty much was 
foreordained when No. 2 fuel slid to 8¢ late in April. 
There is very little export demand for gas oil now, and 
domestic buyers rarely will pay a “premium” for a No. 2 
fuel with a specified Diesel index. 

The almost total lack of interest in spot cargo lots made 
for an easy market. Stocks were building somewhat, and 
a buyer could find “discounts” ranging from 0.125¢ on 
95 oct. premium to 0.25¢ on 87 oct. regular, kerosine and 
No. 2 fuel—and even as much as 0.5¢ on low octane gaso- 
lines. Considering that kerosine and No.2 fuel prices 
at 9¢ and 8¢, respectively—are exactly where they were 
prior to the June 15, 1953 crude oil increase, the general 
market could not be described as “strong.” 

No sales were confirmed, although some reports said that 
a cargo of Grade 100/130 aviation gasoline was closed for 
shipment to South America. This product is both loose and 
tight, depending on tetraethyl lead content. Material with 
3 cc’s of lead is hard to find, but material with 4 and 4.6 
ce’s is freely offered. 


Atlantic Coast 


Tough Selling Season Ahead 


Everything points to a tough selling season ahead in 
eastern oil markets. Refiners and terminal operators are 
well stocked with all products, but buyers are keeping their 
inventories down to bare working levels, watching for 
“bargains.” 

Esso Standard’s announcement the past week of a sum- 
mer-fill plan on distillates involving price protection and 
extended credit probably will do much to start up move- 
ment of kerosine and No. 2 fuel. There was, however, con- 
siderable uncertainty and wariness on the part of buyers 
generally. 

At Boston, suppliers noted an “undercurrent” of “dis- 
count” prices that put them constantly on the alert to see 
that their customers weren't taking oil from someone else. 

At New York harbor, a reseller specializing in distillate 
sales to municipal agencies said that prices this year afforded 
very narrow profit margins. He declared that he would 
make no spot barge purchases except to cover his day-to-day 
sales. 

Almost every supply report emphasized the difficulty of 
finding new accounts, and sometimes the loss of existing 
ones. Jobbers said they were losing out on commercial con- 
sumer gasoline sales, with some accounts leaving them for 
offerings at prices 2.5¢ below prevalent tank wagon prices 
for regular-grade. At Philadelphia, the trend from heavy 


fuel to coal purchases by untility accounts was noticeable. 
Upstate New York marketers said they had been “squeezed” 
by the reduced differentials between local heating oil tank 
wagon prices and prices for barge lots at New York harbor. 
There was virtually no trading, largely because of uncer- 
tainty over summer-filling. In addition, existing “discounts” 
off current heating oil prices were not sufficient to attract 
customers away from their regular supply sources. 


Chicago District 


Refiners Watch ‘River Gasoline’ 


Gasoline held center of interest in Chicago District last 
week with local refiners keeping a close watch on gasoline 
quotations at river terminals. 

Interest in light fuels slumped quickly with return of 
warm weather, and both range oil and No.2 fuel were 
available at “0.375¢ discounts.” Heavy fuels were quiet, 
prices firm. 

Quotations for range oil were off 0.125¢ to 10.75¢, FOB 
Chicago District, when a river terminal operator cut his 
price. Actually, however, both distillate fuels— No. 2 fuel 
as well as range oil—were available at “shaded” prices of 
10.375¢ and 9.375¢, Chicago District, respectively. 

Gasoline with low delivered-in cost at river terminals was 
undermining already easy commercial consumer prices. 
Competition for large consumer regular-grade gasoline 
business brought quotations down to 12.95¢, delivered 
Chicago, in some instances. 

Bidding for consumer business, regardless of size has 
sharpened materially due to availability of gasoline at river 
terminals to resellers (jobbers and brokers) at 11.875¢, Chi- 
cago District. Large refiners, nevertheless, mostly quoted 
consumer prices ranging from 13.3¢ to 13.55¢, delivered, 
with some giving an “automatic discount” of 0.25¢ to 
13.05¢, delivered. 


Midwestern (Chicago-E. St. Louis Area) 


Heavy Fuel Down 5¢; Gasoline Easy 


Heavy fuel prices were down 5¢ in the Midwest last 
week, and gasoline was easy throughout the upper central 
states despite the fact that fields were drying out and 
tractors at last were being put to use. Call for light fuels 
at Great Lakes Pipe Line terminals had shippers “scratch- 
ing” for small amounts to finish the season. 

Refiners’ prices for No.6 fuel ranged from $1.05 to 
$1.20, Group 3, down 5¢ on the low side, following similar 
reduction by one refiner. Tank car marketers, meanwhile, 
offered low-sulfur No. 6 to the trade for balance of May 
at $1. 

Despite the drop in refiners’ quotations and current spot 
offerings by marketers, several refiners said heavy fuel in 
the Mid-Continent actually was in better position than for 
some time. They cited recent large sales to the Gulf Coast 
and large road oil commitments against which refiners will 
soon be shipping. 

As for road oil sales, orders by states and counties have 
been large this season, but bidding for this business has 
been extremely sharp and sellers, in many instances, say 
netbacks are not much above spot fuel oil prices. 

Call for gasoline at pipe line and river terminals in north 
central states began its seasonal rise as farmers returned to 
fields after almost two weeks of cold, rainy weather. Prices 
at a number of GLPL terminals, meanwhile, slipped back 
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Summary of Gasoline Prices (May 11 through May 17) 
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to “winter quotations” of as much as “0.5¢ off.” 

In northern Iowa, where farm discounts again are wide- 
spread, terminal offerings mostly ranged from 0.375¢ to 
0.5¢ off delivered quotations. 


Mid-Continent 
Octanes Up, But Not Prices 


The trend toward higher octane ratings was more pro- 
nounced at inland Texas points in the Mid-Continent the 
past week. Several refiners said their premium-grade mate- 
rial was testing 95 oct. research. But in most cases, they 
continued to quote the same prices that they had been 
quoting for 92 and 93 oct. material. 

As for other parts of the Mid-Continent, there also were 
reports of continued weakness in gasoline prices. Several 
refiners said, as far as volume was concerned, their gasoline 
sales were at or above normal for mid-May. But some 
added that, due to weak prices in some cases caused by 
“too much material hanging over market,” their profits 
were down. 

Residual fuel prices took another tumble in Oklahoma 
and Arkansas. One refiner, at end of week, was quoting 
$1.05 in Oklahoma for both local and northern shipment 
to general trade. Arkansas prices were $1.90 for No. 4; 
$1.70 for No. 5; and $1.55 for No. 6. Tank car marketers, 
however, said their suppliers generally were quoting about 
the same prices—$0.90 and up, Group 3, for resale. Sales 
of No. 6 were reported by two Oklahoma refiners to Gulf 
Coast refiner but prices were not disclosed. 

Burning oils were still in fair demand at several northern 
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pipe line terminals, and material was scare in some cases. 
However, there was no change at the tank car level, with 
supply still ample and suppliers willing to offer substantial 
“discounts” to marketers. 

Lubricating oil trading was quiet. 


Central Michigan 
Heavy Fuel Prices Down 0.25¢ 


Heavy fuel prices dipped 0.25¢ gal. in Central Michigan 
last week, pointing up wide difference in inventory positions 
between plants. Overall position of gasoline was steady, but 
suppliers said “discounts” of as much as 0.5¢ were prevelent 
in some areas. Call for light fuels slumped quickly with 
return of warm weather after a 10-day cool spell. 

Prices for No. 5 fuel ranged from 7 to 8.25¢, FOB Cen- 
tral Michigan, No. 6 fuel from 6.75 to 7.5¢, both down 
0.25¢ on the low side, when one refiner cut “to meet com- 
petition.” Although two refiners said heavy fuel market was 
easier and inventories were on high side, others said their 
tanks were nearly empty, or that stocks were in balance 
considering anticipated road oil requirements. 


Western Penna. 


Distillate Fuel Prices Down 


Light products were quoted lower in Western Penna. 
during the past week in what refiners described as “seasonal 
reductions.” Although there were several inquiries in the 
market for lubricating oils, open market trading was slow 
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NPN Gasoline Index 
(cents per gal.) 


Dealer T.W. Tank Car 
May 17 16.12 12.21 
Month Ago . 16.03 12.38 
Year Ago <a> eee 11.80 


Dealer index is an average of dealer tank wagon price 
ex tax in 50 cities. 

Tank car index is weighted average of following whole- 
sale markets for regular-grade gasoline, FOB refineries or 
terminals: Okla.; Midwest; W. Penna.; Calif.; N. Y. Har- 
bor; Philadelphia; Jacksonville; Boston and Gulf Coast. 











and virtually all base stocks remained weak. Gasoline ship- 
ments against contracts were steady. 

Several refiners reported reducing their Pittsburgh dis- 
trict prices for kerosine, Diesel, and distillate fuels, but 
lows of price ranges were not affected. Oil City district 
refiner reduced his No. 1 fuel price to 10.9¢, low of price 
range. 

Foreign inquiry was reported for “about” 270,000 gals. 
of 600 flash and 30,000 gals. 620 flash cylinder stock. 
Domestic inquiry also was in the market for 570 drums of 
motor oil. 

Specialty products generally were “tight”; most refiners 
said they are sold up on crude scale was through middle of 
June. 


Avgas, Lube And Wax Stocks Rise 


Continuation of upward trend in stocks of aviation gaso- 
line, lubricating oils and wax in February is reported by 
Bureau of Mines. 

Avgas—lInventories of 100 oct. and above were down 
379,000 bbls., while other grades increased 705,000 bbls. 
All grades total increased 326,000 bbls. and on Feb. 28 
was 1,674,000 bbis. above same date last year. 

Lube Oils—Stocks increased 174,000 bbls., but were 
578,000 bbls. below year-ago level. 

Petroleum Waxes—Total inventories up 5,880,000 Ibs. 
due principally to sharp rise in fully refined grades; Feb. 28 
total 22,060,000 Ibs. higher than on same date last year. 

Comparison of inventories for these products for Feb- 
ruary and January of this year, and February, 1953 follows 
(wax figures in thousands of lbs.; all other figures, thou- 
sands of bbls.): 

February January February 
1954 1954 1953 
Aviation gasoline: 

100 oct. & above 5,380 5,759 4,887 

Other grades 5,719 5,014 4,538 

Total avgas 11,099 10,773 9,425 
Lubricating oil 10,646 10,472 11,224 
Petroleum wax: 

Microcrystalline 

Fully refined 

Other grades 

Total wax 


31,080 
65,240 
77,000 
173,320 


32,480 
57,120 
77,840 
167,440 


24,080 
56,069 
71,120 
151,260 


LP-Gas Markets Continue Easy 


Easy markets for sometime to come appear to be in 
prospect for liquefied petroleum gases in Mid-Continent. 
Prices the past week were weak, buying was on quiet side, 
and some producers said they couldn't even visualize a 
tight market next winter without severe cold weather. 

Surplus comes from expanding propane production, 
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greater use of underground facilities, and decline in usage 
of butane. 


Producers continued to quote 3¢ for contract propane, 
Group 3 basis, with some offering 0.5¢ summer-fill dis- 
count. These prices could be “shaded,” however, and spot 
offerings down to 2¢ were not uncommon. 


Butane was drug on market, and long-term trend of 
declining use of this product was cited. Butane is used less 
than formerly for manufacture of automotive gasoline. Ex- 
ports, too, are on decline with advances of foreign refin- 
ing and volatile recovery units. 


Crude-Products Spreads Narrow 1¢ 


Narrowing of spreads between crude oil and refined prod- 
ucts price averages, underway since first of the year, con- 
tinued in April, report of Independent Petroleum Assn. of 
America shows. 

For nine refinery markets and eight crude petroleum 
areas, including California, IPAA report shows crude- 
products spread dipped 1¢ bbl., from $0.96 in March to 
$0.95 in April at which level spread was 7¢ below April 
1953 spread of $1.02 bbl. Four-products average was down 
1¢ to $3.77 bbl. with crude average unchanged at $2.82. 

Excluding California, crude-products spread narrowed 
1¢, from $0.79 in March to $0.78 in April where it was 9¢ 
below April 1953 spread of $0.87 bbl. 

IPAA’s averages for April and March 1954, and April 
1953, compare as follows: 


Table I—California Included 

Refined products in 9 April March April 

refinery markets: 1954 1954 1953 
Motor gasoline (¢ gal.) 11.85 11.80 11.65 
Kerosine (¢ gal.) 10.47 10.56 10.17 
Light fuel (¢ gal.) 9.09 9.16 8.69 
Heavy fuel (¢ gal.) 3.93 4.02 3.46 
Average above 4 products: 
Cents per gal. 8.99 9.01 8.68 
Dollars per bbl. BA ~ B78 
Crude pet. in 8 areas ($ bbl.) 2.82 2.82 


Table 1i—California Excluded 

Refined products in 8 April March 

refinery markets: 1954 1954 
Motor gasoline (¢ gal.) 11.54 11.47 
Kerosine (¢ gal.) 9.64 9.74 
Light fuel (¢ gal.) 8.73 8.83 
Heavy fuel (¢ gal.) 3.84 3.95 
Average above 4 products: 
Cents per gal. 8.71 8.73 
Dollars per bbl. 3.66 3.67 
Crude pet. in 7 areas ($ bbl.) 2.88 2.88 


Prices shown above are weighted averages based on low 
quotations as published in National Petroleum News, and 
prepared by IPAA to reflect trend in oil prices and should 
not be interpreted as showing actual sales realization for 
producers or refiners. 

See March 17 NPN, P. 59, for weights allotted by IPAA 
to the various refinery districts, products and crude. 





Crude Oil Prices 


Top-grade Penna. crude cut 76¢ bbl. (see P. 63). 
No other changes reported in crude oil prices in 
week ended May 15. For complete crude price 
schedules, see April 28 NPN, P. 56-57. 
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ANOTHER WAY YOU SAVE WITH 


FORD TRIPLE ECONOMY 


2 New Tandem Axle Bic Joss... up to 3800 Ibs. 
more payload than other make 6-wheelers 





Brand new Ford factory- 
built T-700 and T-800 six- 
wheelers rated for 27,000 
Ibs. and 40,000 Ibs. GVW, 
up to 60,000 lbs. GCW. 
Powered by Low-F RICTION 
V-8’s—138-h.p. Power King 
and 152-h.p. Cargo King 
(T-700), 170-h.p. Cargo 
King (T-800). 





4 New Conventional Models... up to 
27,000 ibs. GVYW—55,000 Ibs. GCW 


New Ford Series F-700, 
F-750, F-800, F-900 
offer body and payload 
capacities up to 20,117 
Ibs. Three new Low- 
FRICTION V-8’s give you 
gas-saving power, from 
138- to 170-h.p. concen- 
trated in 256 to 317 cubic 
inch displacement. 











4 New Cab Forwards... 
up to 2500 Ibs. more payload 


Ford’s giant new Cab Forwards, C-700, 
C-750, C-800, C-900, haul 35-ft. trailers 
within the legal limits in all states. 
Rated up to 27,000 lbs. GVW, 55,000 
lbs. GCW. C-900 handles up to 2500 
lbs. more payload than other make cab 
forwards with 55,000 lbs. GCW. 


‘54 Fords go big on BIG JOBS! 


Ten series in Ford’s expanded line of new extra heavy duty trucks. 
New V-8 power up to 170-h.p.! New Master-Guide Power Steering! New money-saving 
capacities give you another way to save with Ford Triple Economy. 


Now there’s a Ford Truck to handle your toughest, 
heaviest hauling and do it with economy that’s new 
to the extra-heavy-duty field. 


New Low-Friction, Overhead-Valve V-8’s deliver as 
much as 44% more power per cubic inch than other 
truck engines in their class. The fewer cubic inches an 
engine has, the less gas it usually needs. New Short- 
Stroke design cuts friction, increases engine life. 


New Master-Guide Power Steering is standard on T-Series 
with Cargo King engines, optional at worthwhile extra 
cost on F-Series with Cargo King engines. It cuts steering 
effort up to 75%! Ford’s new 3-man Driverized Cabs 
and controls provide comfort and driving ease to help 
the driver do a better job, faster and with less effort. 
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For new slants on heavy duty truck economy, cal! your 
Ford Dealer today, or write: Ford Division, Ford 
Motor Co., Dept. T-18, Box 658, Dearborn, Mich. 
SAVE WITH ALL THREE! 
1. New Gas-Saving Power 
2. New Driver-Saving Ease 
3. New Money-Saving Capacities 


FORD 1c TRUCKS 


MORE TRUCK FOR YOUR MONEY! 





in effect May 17 at Refineries and Terminals 


Gasoline 


OKLA., Group 3 (Okla. shpt.) 


or ee 


11 R 
10. 75-11 .875 
10.25-10 625 


x12 .625-14.55 
12 .625-14.2 


11.5-12.7 
(2)10.75-11.8 


W. TEX. (Texas & New Mex. shpt.) 


SESE 
7 


seed RRR 


ae 


15. 15-16 .65 
x18 .9-14.15 


14. 75-165 .25 
18. 76-14x 


15.5 
18.75 


} ay + noe of 8.0. Ohio for delivery to 
Ohio points 


CENTRAL MICHIGAN 
(FOB Central Michigan refineries) 


(4)14.6-14.75(2) 
(4)18 6-18.75 


Prices herewith a _ pocedeend — Platt’s 
Service with National Petrol 
Tesentatives in ail NP NPN OILGRAM ofices devote their time exclusi 


oil industry prices everywhere. 


own in tables are sales prices or quotations or general offers 
or posted prices by refiners, by oieatine terminal 
toaher terminal operators; for current sales and 


OILGRAM Daily Oil 
eum 


chipments; for the busi- 


x(2)13 85-18 
x(2)12.6-15. 612) 


1785-18 .6 


80 Oct. Reg. sesesenesee 15 .85-16.1 


17 .85-18.6 
15 .85-16.1 


Kerosine, Gas & Fuel Oils 


OKLA., Group 3 (Okla. —. 


CENTRAL MICHIGAN 


ARK, (For shipment to Ark, & La. 


x1l- 3. se) 
x10.75-11 
=: s-10 75(3) 


106-10 85 


By 25-11 .5(2)x 


x10 $11 
x10 .15-10.75(2 
x10 .15 


(2)11.15-12 
10.55(2) 
11.15-11.85 

(3)10.15-11.1 
10.15-11 


(FOB Central Michigan refineries. ) 


Soe) 


. ay, 5-11.8(8) 
8 .25-10 


x6. 75-7 .5(4) 


OHIO—Quotations of 8.0, Ohio for delivery to 


Ohio points: 


N, TEX. (Texas & New Mex. a 
9.2-10 


icon, 15 


W. TEX. (Texas & New Mex. shpt.) 


E. — ~ ge transport lots) 


bescatsssacgecns 5-9.75 
ney ° nee 18 


No. 2 fuel 
No. 6 fuel 


KANSAS (For Kansas destinations only 
SO (8)9 .875-10.5 
52 & below D.I. Diesel... . 25 

68 & above D.I. Diesel. ... 


FOB GROUP 3 
Grade 26-70 


x$1.65 
x$1.20-1.40(2) Grade 26-70 


and at times 

posting of firm prices 
would quote to the trade in general and 
regular customers only, A. | such prices a 
Gasoline ratings are ASTM Research 


News, whose A 
y 


operators, and by 


stated; except Tank Wagon prices, prices te for by ASTM 


as tank car, truck 


per gal., —_. 


tums pet pose 
roducts lawfu produced 
ported as received . ILGRAM and National Petrole 
: fer subscribers’ private use only and not for resale or Subsc 


barge; prices appl ng to 
transport lots y, so designated TOR re 
¢ bbl. where $ sign % 
ex all fees and taxes; 


and transported; re- 


Service invoice. 


punto complete | oriee service delivered os 
New York, i 
um News but not 


ription rate in U. 150 per year, 
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Natural Gasoline 
(Group 8 & Brecken 
basis 


ridge pri 
on freight shown below. Shipments may 
originate in any Mid-Continent manufacturing 
district.) 


FOR BRECKENRIDGE 


12.5 
12. 
ll. 
12. 


ces are to blenders 


(Quotations) 


(Quotations) 


distribution or publication. withhold periods of short supply. some sellers 

uotations to new or the 
_ give anol OIL CRAM ick The 
i 


ratings, except where letter M is used to % tha 
otor Method. For further details of price rp: 
to any NPN-OILGRAM office or see back of any OM CRAM 


from nearest OILGRAM 
dress Platt’s 


ing, See Chicago a Houston, 
DILGR Price hp ta 330 W. 42nd St. New York 36, N. Y. Anngal 
payable in advance. 
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Neutral Oile—Vis. at 100°; 95 v.i.; 0-10 p.t. €. TEXAS (Truck Truspt. lots) 


Lubricating Oils 


WESTERN PENNA. 


Prices are for sales made, or offers reliably re- 
ported, to jobbers & companies only. 


eutrale—No. 8 col. Vis, at 70° F. 200 


Viscous N ls 
Vis. (180 at 100°) 420-426 fi. (Vis. at 100° F. FOB 8. Tex. refineries for do- 


mestic and/or export shipment. ) 


12.25(6) 
18. 75(6) 
14.25(6) 


7.54 
4, 7616) — 


18 .5(4) 


MIDCONTINENT LUBES 


FOB Tulsa basis, for domestic shipment only 
t Stocks, vis. at 210° Neutrals, vis. at 100°, 


you REAP! 


Make sales flower, volume grow 
and profits climb by supplying your 
customers with pre-sold 100% Pure 
Pennsylvania lubricating oils. These 
oils are accepted immediately and 
net you greater profits. The public 
KNOWS that today’s BEST oils be- 
gin with Nature’s BEST crude! 

Our neutrals, bright stocks, cylin- 
der stocks and finished motor oils, 


12.875(3 
0-10 p.p.. ee eeeees Cleaners naph 12-875(2) 


Bright Stock—Solvent eat 
150~160 vis. 0-10 p.p., 12°875(3) 

95 vi. )18. 125-18 875 
)14, 126-14 .625 





(3 )16-16.5 (3) 
(3)16.25-16.75 (3 


(3)16.75-17.25(2 
15.5 


GULF COAST—Solvent Refined Lubes. 

From Mid-Continent grade crude. Prices FOB ship 
at Gulf for export. 

Bright Stock—Vis. at 210° 
—— vis., 0-10 pour test, 


— of 8.0. Ohio for delivery Ohio 
te: 

V.M.&P. naphtha 

—— oan ts & 


18.75-21.26 











Marketer of Petroleum Products 
NEW ENGLAND PETROLEUM CORPORATION 


New York 

















customer tanks 


— 


x) 


See your regular Supply House. 


[Model LC Torold] ‘ty SCULLY SIGNAL COMPANY jidceS: nae 


Conodion Licensee: EMPIRE BRASS MFG. CO, LTD, Toronto, Ontorio tank installatic 
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e MOTOR OILS 
e NEUTRALS 





meeting all new API service classi- 
fications, are most competitively 
priced when quality is considered. 
We protect you against sudden mar- 
ket changes. We save you time, 
labor, freight and double-handling 
charges by shipping in bulk, in 
drums, in cans, or by filling your 
containers at several points in the 
country. 

Plant the seeds to greater future 
profits, TODAY, by writing, wiring 
or phoning us your requirements, 
now. We'll get prices, samples and 
profit-packed details back to you as 
soon as possible! 


e WAXES 


ELK 


REFINING COMPANY 


Charleston 24, W. Va. 


Refiners of Highest Quality Pennsylvania Grade 


Petroleum P.G.C.0.A. Permit No. 25 
FOUNDED 1913 





@ BRIGHT STOCKS 
e CYLINDER OILS 


PRICES in effect May 17 at Refineries and Terminals—Cont. 


LPG Prices Atlantic & Gulf Coasts 


(Of refiners, FOB refineries, in cents per gal. Prices are Cater TIS Sek einen 6 tosh terminals and of tanker terminal operators 
tank transport trucks) FOB their terminals, Ships’ bunkers Sank aie lighterage. 


86 Oct. 


gains cESlne Ne Teel (*) No. 2 Fuel (*) 
18.45-14.8 10.2(20) 
"st" “9 '9518) 
10. 4(10)(a) 
10.35 (10) 
10.1(7) 
10.1 


10.25(16) 








WESTERN PENNA. (T.C. in Bulk) 13. (2)12 .25- 


(2)12-12. 
White Crude Scale: 18.4(7) 


124-126 A.m.p...... eh 6-5 .25(2) Sta) 


New Haven... ; 14.3(8) 
SEABOARD = — ‘os 143 123 
Melting points are AMP, 3° higher than Norfolk........ ; 12.6-13.2 
P. Pri load lots. Pensacola... . . 4.7 18 .2(2) 
— be ; ‘ (3)13.9-14.6 
o barges 13 .8(2) 
po Everglades. ¢ 
Portland. : ¥ : eant ; 
Providence... .1- 17(8) ¥ err : 9. '25(9) 
Crude Scale: N.Y.Domestic N. Y. Export & -6-15.7 (2)18 .1-18.4(4) aes . 10(6) 
¥ 7” 10(4 
124-126 white.... (2)6.6 (2)6 5-6 .6(2) Wilmington 14.2-15.6 12.9-18 .3(5) cea ; (4) 
.4-15 .85(2) 12.4-13.85 12 07 . 9.5(6) 
oan orrect for May 10 also (b)Correct for May 3 & 10 also. 











Fully Refined: 


a 


-45(2) 
-45(2) 


ais See 


RRR: RAK 


No.5 Shore Plants Ships Bunkers 

. ants ps’ nkers eavy 

No. 4 Fuel Fuel (50 ct., 55 d.i.) (45 ct., 45 d.i.). Ships’ -~ & 
(10)$8 . 16-8 .72 $2 73 9.6(8) $3 .89(4) $3 .64(4) 
(10)8 . 18-8 .62 


2.70 . 
9.8(5) 


re) 
Bowmen. waa 


° 
oO 
ao 


7 
8.19/2) 2.76 9.75(5) 8.95 (4) 8.70(2) 
4 0s 3.13 2.70 nee, 
Chicago District Prices Seer 2 42 94 
0 ba ; 





8.74(2 3 


2.39 mA 
Prices to jobbers & distributors in tank car A 8.09(5) 9 .65(6) 8 91(3) 
and/or truck transport lots FOB refineries, Chastihen . a 9.6(2) 3.89(2) 
pipe line terminals and inland waterway barge Houston...... 3 .70-8 .74(5) 
terminals. do barges... : 2.60 
Jacksonville.... .. , 7? 4.20(6) 
Miami yt an boas 10.2(2)x x4. 20(3) 
12. 875-14.85 “5 rene 4.116 
11875-1335 New Haven... 9.6(4) 
New Orleans. . % 2.42 9.4(8) 8.74(8) $.49(2) 
do barges... WT Hay 2.39 Weed gine i 
ae Norfolk....... ‘ 2.75 9.714) ; 3.68(3) 
10, 76-11 .35 P 9 
(2)9 75-10 .85 ‘ensacola.. We ae 9. 
Philadelphia. 3% 2.9916) 9.75(8) 3.95(4) 3.70(4) 
Beavy Cut Gm Pt. Everglades. _.. ‘age 10(8) 4.20(4) 
No. 5, low sulfur 2 9.75(4) as 
No. 5, high sulfur (36. 'g- 71.05 Providence. . . ‘ $.09(8) 9 .65(4) 8.91 
Savannah... . 2.80 10(6) 4 20(6) 
Bo. 6, Sew atte Tampe....... ; 10/6) 4.20(5) 
(4)5 .8-6 .05 Wilmington, 
rae 9.6(2) 8.89(3) 





Motor Gasoline 











Mexican Bunker Prices 


U. 6. DOLLARS PER BBL. OF 159 LITERS 


No. 6 Fuel Bunker C 
~~ ewe No. 6 Fuel No Sulfur M 
Mexican Gulf No Sulfer Guarantee M Sulfa Shi 
$1.95 $3.75 Guarantee Barges 1 rges Bunkers 
1.95 : N. Y. Harbor.. ne 25-2.28(8) $2.25(15) , . 4 % $2.25(10) 


1.95 8.75 Baltimore 2.254) 


Baton Rouge... 1.95 
ee Conse Boston 32(6) 2.29(5) 
$2. $5.65 Charleston -28(2) 2.20(3) 2.20(8) 
4.75 Corpus Christi. 98 : -95-2.10(2) 
4.75 Houston. ge 98-2. 00 95(12) 
Jacksonville. . 21(6) 18(6) 
18 


15(8) 
Mobile 03 00 


New Haven... .80(3) 
New Orleans... 98(2) 
26(3) 





nee 





ir) 





Pacific Coast 


Pea Pl 


Pensacola... .. 
(In Ships’ Diesel Bunker C Philadelphia... . 
Bunkers, or Fuel Fuel Pt. Everglades.. 
Deep Tank Lots) (P.S. 200) (P.S. 400) 
San Pedro, Calif... $4.20(5) $1.80(5) 2315) 20h) 
San Francisco. ... 4.41(4) 1.85(4) 15(4) 2. 13(4) 12(6) 


Portland, Ore... .. 4.62(4) 2.10(4) (*) At Atlantic Comms . and terminals aidan of Maryland, ine at zemee. prices of some 
Seattle, Wash..... 4.62(4) 2.10(4) sellers to bulk s are 0.15¢ higher than prices shown above. 


41 


~2 .22(7) 2.28-2 .30(3) 2.25-2.27(3) 
) a 





= bo] ono whe 


23-2. 25(7) 
8(2) 
32(2) 
29(5) 


ac 


. 20-2 .22(6) 
15(8) 


-29 
.2€ 3) 


8 


2.44-2.54 2.41 





to] 
nr 
~ 
— 


—) 
~ 
~ 
09 09] £9 09 9 fO/ FY DO PO] PO DO De 


RON MW oOoKO Ns]: NO po/ Mror 
= 
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Gulf Coast—Cargoes, Domestic & Export, All Ports 
Cargo prices are FOB ship at U. S. Gulf, minimum of 20,000 bbis., and are by refiners only to 
other refiners, export agents, or tanker terminal operators. The figure in parentheses after each 
price indicates the of companies quoting that price. 
Kerosine & Light Fuels 
4 75 (2) 41-43 w.w.Kero. .9(2)-9.25-9 . 5-9 .625(2)-9 .75(2) 
18.250) 8(2)-8.25(2)-8 625 (2)-8.75(8) 





Jet Fuel (MIL-F-5624a) 

I Oaitinnnks vind « 9.25-9.75(2) 

43-47 Diesel Index 

48-52 Diesel Index 
8. 125-8 . 875-8 . 5-8 .625(2)-8 .875 

53-57 Diesel Index. . . .8.25-8.5-8 .625-8 .75(2)-9 


‘ : 8.75 

Motor Gasoline SSPS.58) 
95 Oct. Prem. 

12.-12.25- . wt re 26(2)-13.75 

Prem. 1.5-11.75-12-12 <2 


(). 11(2)-11.25 
87 Oct. Regular. .10.25- * Ptr at -11. ve a)ss 


84 oo Seas : <<. 5-10.7 
0(2)-10. 25 
79 9. ‘é(a}-10-0, “ai 
70-72. Oat, BM Leaded. ....0..cccscccees 


Heavy Fuel—Cargoes 
BUG Bath, O- 88 Pibscc ccc cvccccscceces $2 .60(2) 
Bunker “C” Fuel..... . .$1.85(7)-1.90-1.95-2.00 


Aviation Gasoline Prices 


(Prices are for tank cars, barges or truck transport lots; aviation gasolines meet specifications 
MIL-F-5572, unless otherwise noted.) 


District Grade 100/130 Grade 91/96 Grade 80 


n, 8. C 
New Gdieaee, La. (Baton Rouge) 
Houston, Texas 
Toledo, Ohio 


Lake Port Terminals 
Detroit 
11.85 
11.75-12.05 
(2)11.75-11.9(2) 
i "9(2) 


10. 8(3) 
i0.4(5) 
(a) Delivered Cleveland. 


Venezuelan Crude Prices 


Priees are of Creole Petroleum Corp. for sale and/or purchase of cargo-lot quantities FOB deep- 
water terminals at ports named, and are subject to crude availability and company’s requirements ; 
2c per bbl. differential per degree of gravity applies for gravities below and above those shown. 
except for Lagunillas shew for which price shown applies regardless of gravity. Price applicable 
for each cargo is that in effect at time vessel t for loadi For purchases made in fields, 
prices shown are basis for such purchases with deductions being ante for terminaling and pipe 
line services in accordance with published tariffs. Purchases by Creole not subject to contracts with 
Venezuelan government are made at prices established by schedule shown below less lc per bbl. 


Gravity API Price (Bbi.) FOB Effective Date 


%. 3 Las Piedras or Amuay 





rsoronono nace eno nonoto 10) 
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Santee (Pedernales) 
Middle East Crude Prices 


(Prices are per bbl. of 42 LS 8S. gals., exclusive of local port or other governmental charges, sales 
taxes, etc., if any; FOB loading port indicated, for gravities shown; 2c per bbl. differential per 
degree of gravity applies for gravitie below and above those shown. ) 

Persian Gulf 
Gravity Price 
86-86 .9 


Company Leading Port 


Ras Tanura, Saudi Arabia 
Ras Tanura, Saudi 
Ras Tanura, Saudi Arabia 


Effective Date 


NNN ee eee eee 


Esso Export 

M. E. Crude Sales 
Soc.-Vac. Overseas Supply 
Esso Export 

Shall Petrleu 


sett 


Soc.-Vac. Overseas Supply 
= 
f a 
rer glo-Iranian 
rt 
Shell Petroleum 
Soc.-Vac. Overseas Supply 


: 


Fao, Iraq 
Mina-al-Ahmadi, Kuwait 
Mina-el-Ahmadi, Kuwait 
Umm Said, Qatar 
Umm Said, 
Umm Said, 
Umm Said, Qatar 

‘anean 


Sidon, Lebanon 
Sidon, Lebanon 


aoc 
-_ 
see 


[ 
SRSSUBSSSSSES 


A 
j 


Esso Export 

M. E. Crude Sales 
Soc.-Vac. Overseas Supply 
Anglo-Iranian 


7-17-53 
7-21-53 
ion, Lebanon 1-24-53 
Tapa Lebanon /Bani 7-16-58 
Tripoli, Lebanon /Bani 
Tripoli, Lebanon /Bani 
Tripoli, Lebanon /Bani 


Shell Petroleum 
-Vac. Overseas Supply 


: a ttt 








Far East Crude Prices 
Prices are in U. S. dollars per bbl. of 42 U. S. gals., ex local port or other government charges, 

for crude within gravity range stated, loaded in full cargo lots, FOB port indicated 

Crude Company Gravity API Price FOB 


Effective Date 
Seria Light Sarawak Oilfields Ltd. 87-88 $2.60 


Lutong, Sarawak 4- 1-64 
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REPUBLIC OIL REFINING CO. 


of 
Petroleum 
Products 


Refinery, 
Texas City, Texas 











for 
TANK CAR BUYERS 


Uniform High Quality 
DEEP ROCK OIL CORPORATION 


PHONE 2.435 
LSA, OKLA 


PETROLEUM CORPORATION 
INDEPENDENT MARKETERS 


Maine to South Carolina 
FIFTH AVENUE, NEW YORK 20 NY 


EXCLUSIVE CUSTOM PACKAGERS 
LUBE OlL — ANTI-FREEZE — CHEMICALS 
COMPOUNDING BLENDING 


PENN-CENTRAL OIL COMPANY 
20TH & KANSAS AVENUE 
KANSAS CITY 5, KANSAS 











This Is Your 
Market Place! 
Write today for 
Space Rates. 
NATIONAL PETROLEUM NEWS 
330 West 42nd Street 
New York 36, N. Y. 














PRICES in effect May 17—Tank Wagon 


Prices for gasohne do not include taxes; they do, however, include: 
Gasoline taxes, shown in separate 
column, include 2¢ federal, and state taxes; also city and county taxes Ala. 1/40c 


inspection fees as shown in next column. 


as indicated im footnotes. Kerosine tank wagon pric 
taxes; kerosine taxes where levied 


as posted by 
but subject to later correction. 


Atlantic 


OWI me aoe: * : 


14.7 §Y13.6 
14.5 13.5 


o = anwar amarnmoesa ao m we Diem Deetocom 
© PO AAAMAMaaMeAara aM A ARAIAAAIAAA 
© © & SeeeeeeoooSS So & Soeeoooosco 


15.7 
8.9 


nary Gye Veer. 


. 


woo 
of 


= 
23.0 


Heavy Fuel Oile—T.W. 
No. 5 No. 6 


Faatem-arede gasoline t.w. prices 2.5¢ above 
lar, ex: Georgia and Florida 2c. 


gals., 2c for less than 1 gals. 

Mineral Spirits oh rity apply to Stoddard 
Solvent. 

Effective dates: "Apr. 30, xMay 1, “May 5 
*May 11. 


Cont’! (X- B. Prices are Continental's 
ta prices. Current selling 

Oil prices may vary from those shown 
because of*local conditions.) 


Denver, Col.. 
Grand June... 


Muskogee, Okla. . 
Oklahoma City. . 
Tulsa 


es 
wwowerema2onooran: 
00 08 00 &© 00 G0 Go ~2 G0 00 G0 GO 00 GO co Ge 
ANMNONMOSOSSOSOSCS 


Ganstiae tax column includes these city tax- 
es: Albuquerque & Roswell, 0.5¢; Santa Fe, lc; 
Spavenne. le; per, le. 


“tn "Lake City and Twin Falls gasoline and 
kerosine prices apply for deliveries of less than 
200 gals. ; 200-399 . deduct 0.5c; 400 gals. 
and over, deduct le. 

Notes: 


T. W. prices are to consumers and dealers. 
Premium-grade gasoline t.w. prices 2.3c 
above regular. 


72 


prices 
are imdscated in 
if any, are shown in footneses. These prices in effect May 10, 1954, 
principal marketing compantes at their headquarters’ offices, 


unless otherwise 


on gaso 
also do not include Kans. 1/100c; La. 
lootnotes. Discounts, 


CHEVRON 
0 ag of ular) Av. 80/87 Gaso- 
iforn oi. whe ne 
. 400 Gals. & over Taxes 
16.1 8.0 
15.6 


ee 
on 
er 


et et et nt bt et 


SBIRBADa Ro 
PESSPSRESRESss 
00 or =3 WO 60 G0 et CO ID 
& #00 ~3.00 00 00 00 00 ~3~3.00 
comoonanmonmooe 


wWoNwerannan 


Kerosene Fuel 

Tele Bele Ga take Bene 
(400 gals. & over) (ex all taxes) 
14.2 
18.7 
15.0 
17.6 


ee 





= 
WAM OVIH MH HD DCD 


a taxes are 2c f 
“Balt Lake—Te gas tax 


waiian 
resellers, 2.56% to consumers. 
Notes: 
Gasoline—For other deliveries of 


87 quantity prices, 
ee 21/98, “hoe 100/130 my] 8.06 for 
Kerosine—T.T. prices, except 
City, apply % t . - of 400 gals. & over. 
For other less than 40 oe, sad 
8c; 200-399 = meg le; 40-199 gals., add 
tank car/truck trailer; deduct 1.5¢. Salt Lake 
ited tank truck price is for minimum 
. deliveries. 
Standard Diesel/Furnace Oil & Standard 
Stove Oil—T.T. prices are for deliveries of 400 
. or more. For other deliveries: 40-199 
gals., add ic; pa gals., add 0.5c; less 
than 40 gals., add 5c. 
*Standard No. 2 Burner Oil. 


Humble 
Humble = Omtline 


il Regular 
° T.W. Retail Taxes Wagon tail 


Dallas, ations R ; 2. $8 17.5 
Ft. Worth.... 14. y ‘ 3.3 17.5 

é ‘ 13. 8 17.5 
San Antonio.. 15.0 é 18.3 17.5 


Notes: 
T.W. prices are to all classes of dealers and 


consumers. 
Premium-grade gasoline t.w. prices 2c above 


regular. 


Inspection fees per 


line; Ark. 
1/32c; Te 
1/20c; N. C. 1/4c; N. D. 1 
Tenn. 2/5c; and Wisc. 3/1000 
Kerosine inspection fees only: 


., included in both gasoline and kerosine price: 
are as Sellews: 
Fla. 1/8; Ill. 3/100c; Ind. 2/25¢ 
5/2006; Mo. 1/25¢; Neb. 2/1 100c; Nev 
; Okla. 2/25c; S. C. 1/8; S. D. 1/40c: 


Ala. 1/2c; Iowa 1/50c; Mich. 1/Se 


Esso 
Standard 


Atlantic City, N. J.. 
Newark 


+ MOM MOMOSWOOMm aE: EH 


ne DAN 
Ne wracowre re nCowENOnAIFA OA OONADMr?D! 
OOOOOSOOCOOOOO OOOO OOO22220 WH HWOIDHMG 
mosooccooooo ooo ooo ooo ooS Sooo oOo ooS 


DeowoHmowron: - 


1 
. 16.2 
Naphthas T.W. & Steel Bbles. 
Min omens bn -&P. 

25.5 


17.2 


FUEL OILS—T.W. 
No.1 Ne.2 No.4 No. 6 
Atlantic City, N. J. 13. : 12.8 
—,-: 13.7 $3. 684 $2. 2.836 


08 2°89 


Dw AMOK DOM DOME H wo 


Taxes: Louisiana kerosine prices do ‘net include 
le state tax. 

Notes: — io 1—Atlantic City prices are 
4 = = or more; add le for 
299 gals. 2c less than 100 gals. 

“i. 6—Washington price is for min. delivery 
of 1,050 gals.; for 4 delivery of 2,500 gals. 
price is $2.83 per bbl. 

Premium-grade gascline tw. prices 2.56 
above regular. 

xEffective April 30. 


Imperial (Prices are per imperial 
+ a arrive at price per U. Ad 
° subtract 1/6th.) 
= Gi ane Kero- 
r ie 
Dealer Gasoline sine 
T.W. by! 
*25.2 
22.2 
22.2 
24.2 
23.1 
23.1 
23.1 
22. 


SERERE 


Oped 
coocoooooooooo 


f SUSNENNERRR SERS 
oon Hie ore toronto 


Taxes: Guaaiinc taxes are provincial nen. 
Notes: Premium-grade gasoline t.w. prices 2« 
above regular. 

*Price is is for Premium-grade. 
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“Plow we look 


to others...” 


by WESLEY kh. DOWNING, 


President, Independent Oil Men’s Association of New England 


66 F NDEPENDENT oil businessmen and major company local employees —the oil people at 
the grass roots— recognize more and more that the oil industry’s public relations program 
cannot work unless we a// work at it. 


‘‘When we talk about public relations, we are talking about how we look when other people 
see us. To people outside our industry, we are all in it together: geologists, explorers, drillers, 
producers, refiners, transporters, marketers, and makers of equipment. We are the oil industry. If 
there is anything wrong with the industry, it is also wrong with us. 


“Of one thing we can be very sure: to the enemies of our industry, to the people who think 
that businessmen are at best necessary evils, we all look alike whether we have our desk in a 
skyscraper or next door to a small bulk plant. 


‘*The Oil Industry Information Committee is your insurance that you won’t be treated as a 
‘necessary evil’ but will be recognized for what you are—the servant of the almighty American 
customer. The premium you pay for that insurance is participation in OIIC; understanding also 
that OIIC is a public relations program and not an arbiter of intra-industry disputes. The more 
you put into it, the more you get out of it in community prestige and consequent dollars—just 
like everything else. Why not try it?”’ 


Theky &. 


This is one of a series of personal messages from outstanding oil jobbers who are 
profiting from their activity in the program of the Oil Industry Information 
Committee. If you would like more information, write: 


American Perroteum Institute, 50 West 50th Street, New York 20, N.Y. 
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PRICES in effect May 17—Tank Wagon—Cont. 


Secony Vacuum 

Aircraft 

Grade Grade Mobilgas (Regular Grade Mobilfuel 
Gasoline 80 91 100 Dir. Cons. De. Diesel 

Toe T.W. TW. TW. Te Te. TW. TW. T. ard t €.¥. 


2 
9 
n 
= 
at 
a 


10.2 
x10.4 
x10.9 
x11.4 
x12.3 

11.4 

11.2 

11.1 

10.2 

10.55 10. 

10. 


ee: oo: 


“4 ona @ . 

Or ODDO ROMO AWW WMD AAAAAAH 
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+ We WK PAAADHKAT: Ho 


AAPAAATAPBAPARAAMASMAMAAMAAMs 
ecoocoooosoooooooooococ]eoscoe 


eeee 


aes 10 
uit ae 9 9.65 
11.7 gine 11.1 
12.1 bas osee 
Rochester Syracuse 
aera Sie ‘ 18. 20 5 22.0 
v. M. & P. Na e =e " 22.5 23.5 
Taxes: N.Y.C. prices are ex , Syracuse p ex 2% city sales tax, applicable to price of gasoline (ex tax). 
Discounts: Mobile | dhe ew Font City ew A —_ y* “i5 = tank wagon less 0.5¢ for deliveries of 300 gals. 
Mobilfuel Diesel—All points, tank wagon less 0.5¢ for deliveries of 800 gals. or more. 
Mobilheat—New York City (all boroughs) and Mt. Vernon, tank wagon less 0. On ts opiate “ 800 gal. or more. 


Notes: Jamestown T. C. vrices are delivered prices. all other T.C. prices are FO 
Effective dates: xApril 30, "May 3, May 4, *May 11, *May 12. 


Ohio Sta Sohio X-Tane Gasoline 
lo ndard Aviation Gas.-Cons.T.W. (Regular Grade) Naphtha & Solvents—Cons. T.W. 
Schio Sohio Sohio Con Re- S.R. io 


> 


Naph ‘Neoke V 
ph- Naph- Varno- 
a tha lene 


ge 


8. 


ee 


ccocoeocooocoso 
SUNSRRRRR SEE 
eooooeooooooo 
RUSNSSERERNS { 
cocooeoocooooooco 
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18.9 
20.9 
20.9 
20.9 
18.9 
20.9 
20.9 
20.9 
20.9 
20.9 
19.9 
20.9 
20.9 


MAM MMMM MEE en ont 

SESESEEEEEEEE 
ecooceeoocososooe 
SUNEEBENEEEEE 


18.75 18 
eee aston can purchase aviation gasoline less 4c per gal. State Road Tax by eupperting purchase with State Tax Exemption Form 
- supplier. 
Discounts: Sohio Aviation—on contract to hangar operators and resellers, 2c off consumer t.w. 
Notes: Kerosine, Nos. 1 and 2 Fuels—Prices are for 100 gals. or more, 50 to 99 gals. add 1c per gal., 1-49 gals. add 2c per ¢ 
a se hy & Solvents—T.W. and drum prices are for deliveries of 600 gals. or more. For other deliveries: 150-499 gals. ala 2c; less than 150 
ga a 


een aeate , ae t.w. prices 2c above regular; third-grade prices same as regular unless otherwise noted; s.s. prices are at company operated 
stations 


Indiana Standard 


Tank wagon prices listed below were obtained by NPN correspondents who visited Standard 
of Indiana bulk plants where the company’s prices are publicly posted. 
Red Crown St lex Furnace Oij]———-————_ 
(Reg. Grade) Gaso- Kero- 100. 100- 100- 175- 350 850 Kentucky 
Cons. Dir. line 1-99 gals. 175 349 849 gals. gals. Standard 
T.W. T.W. Taxes T.W. gals. over gals. gals. gals. & over S over 
Chieage, Ill.......... 1 sees eves cees 
South ne. 5 Ind... 








a 
i) 


ones sess cece Covington, Ky... . 
18.8° .... . Lexi 





ecoocoococac 


—_ 


Fuel Oile—T.W.—Ch » Ti. Fire-Chief Gasoline 
Standa Stanolex Rr lar Grade) Kerosine 
Heater Oil Furnace Oil ~~ Gasoline Dealer 
15.8 1.W. Taxes .W 


an 
° 
— 
SOCOBBBBOOCCOCOCOS 
ecoooooocoooooooooo 





Gasoline tax column includes these city & 
county taxes: Mobile, a age 4 Loe le 
county; Montgomery, le city & le county; 
Pensacola, le city. Other taxes not included in 
prices: Georgia, kerosine, le; Montgomery, 
Sevesine, lec; Mississippi, kerosine 0.5. 


NoAwewowooon: 
DAMBRAAAABADH 
coooooooooo 


Taxes: St. Louis, Mo., gasoline tax includes lc 
eity tax. Des Moines, Ia., kerosine and furnace Notes: Dealer t.w. peiess apply. also to all 
oil prices do not include 6¢ state tax. State classes of consumers with minimum delivery Notes: 
sales, occupation. consumer & use taxes to be of 50 gals. Premium-grade gasoline t.w. prices 2c above 
added where Ly Premium-grade gasoline t.w. prices 2c above regular. 

*“Temporary” price. regular. Cons. t.w. prices same as net dealer prices. 
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EXPANSION 


Big Coal Operator Buys 


Oil Transportation Firm 


Joseph M. Patterson & Co., Inc., 
oil terminal and transportation com- 
pany of Philadelphia, has been pur- 
chased by an affiliate of Eastern Gas 
& Fuel Associates of Boston, one of 
the country’s largest producers and 
marketers of bituminous coal. Opera- 
tion was taken over May 11, by 
Patterson Oil Co. and Patterson Ter- 
minals, Inc. 

President of the new companies, 
Joseph M. Patterson, said that exist- 
ing management, supervisory and key 
personnel will be retained. Theron 
Batchelder, an executive of Eastern 
Gas & Fuel Associates, is moving from 
Boston to Philadelphia to become a 
vice president of Patterson Oil and 
Patterson Terminals. 

Properties conveyed in the sale in- 
clude: 

1. An ocean terminal at Paulsboro, 
N.J. with 130 million gal. storage. 

2. A fleet of tugs and barges. 

3. Tank car facilities on the Penn- 
sylvania-Reading Seashore Lines. 

4. A barge terminal on the Schuylkill 
River. 

5. A fleet of modern tank trucks. 

Subsidiaries sold along with the 
parent Joseph M. Patterson & Co., 
Inc., include: Patterson Oil Terminals, 
Inc., Terminal Transport Co., Schuyl- 
kill River Oil Terminals, Inc., and 
Terminal Oil Co. 

Eastern Gas & Fuel Associates oper- 
ates 13 mines in West Virginia and 
Pennsylvania with an annual capacity 
of 10 million tons. It also owns Boston 
Consolidated Gas Co., Boston Tow 
Boat Co., and has substantial invest- 
ments in the Virginia Corp. and Algon- 
quin Gas Transmission Co. Other 
properties of the company include 
three by-product coke plants and a 
large fleet of ocean going collier. 


Humble to Stress Production 


Humble Oil & Refining Co., Hous- 
ton, is increasing its 1954 capital ex- 
penditures slightly over 1953, with the 
major emphasis on finding and pro- 
ducing new oil reserves, Hines H. 
Baker, president, told stockholders 
last week. He added that natural gas 
sales (up 18%) and retail gasoline 
sales were the company’s only opera- 
tions that did not show a decline in 
the first quarter. However, he expects 
over-all operations for 1954 to be 
comparable to 1953, although he re- 
gards this year as one of increased 
competition in all phases of industry. 





UNDISPLAYED RATE 

$1.50 a line. Minimum 3 lines. Box numbers 
count one additional line. 

POSITION WANTED. greg rate is one 

half of above rate, payable in advance. 

DISCOUNT OF 10% if full poyment is made 
in advance 4 _ consecutive insertions of 
undisplayed ads 


Send NEW ADVERTISEMENTS to Classi 
NATIONAL PETROLEUM News, 330 W. 42nd 


CLASSIFIED 





DISPLAYED RATE 
The advertising ate is $14. 20 por tach See — 
advertisi ring on oO on - 
tract besis. Con tract rates quoted on request. 


AN ADVERTISING INCH is measured inch 
vertically on one column, 3 columns—30 inches 
—to a page. 


Aévgrsieive Dicislow, 
St., N. 36, N. Y. 


SECTION CLOSES each Wednesday, one week preceding date 7 issue. 











LUBRICATING GREASE 
TECHNOLOGIST WANTED 


With practical experience and “know- 
how” to manufacture in large production 
batches sodium, calcium, mixed base and 
lithium lubricants—both with and without 
inhibitors such as EP, rust preventives, 
etc., to meet specification requirements 
for machinery builders, steel mills, bearing 
manufacturers, etc. Must be able to 
closely control production uniformity; 
preferably with experience in plant man- 
agement as well as production. 

Long-established manufacturer with 
factory in East, New York area, offers 
exceptional opportunity to competent man. 
Salary $12,000. Give full particulars of 
past training and experience, including 
age and marital status.. Send photo, if 
available. 

P2796 National Petroleum News 
330 W. 42 St., New York 36, N.Y. 














? Address to office nearest you 
330 W. 42nd St. (36 
520 N. Michigan Ave (a 
SAN FRANCISCO: 68 Post St 














EMP CO Mee 


Selling Opportunities Wanted 
y, well established and ade- 


| Pp 
quately financed, with warehouse and trackage 
facilities, is interested in obtaining distributorship 


Mi + Cc 





for State of Minnesota and adjoining states, on 
products sold to fuel oil dealers and industrial 
plants. RA-2699, National Petroleum News. 


Salesman—38—with management experience. 
Familiar with advertising, training, and promo- 
tion at all levels. Will accept position at any level 
with Eastern a any providing future potential 
is sufficient. 4-2770, National Petroleum News 


1 EQUPMENT- ase surplus l l 





For Sale 


For Sale: G hi & But Jobbing Business 
in good West Texas town & irrigated farming 
area. Sickness forces me to sell. Contact C 
Craig, Plainview, Tex 





For Sale: 1945 Ford tank truck with Neptune 
meter, pump, 100’ hose 900 Gal. capacity, 3 com- 
partment wit 2 side compartments. Truck now in 
use. J. D. Jacobs Oil Company, Wauseon, Ohio. 


For Sale: 1—M.S. 6 pocket, 1 
filling machine. Perfect condition. 
FS-2780, National Petroleum News. 
For Sale. 1—1200 gal. Tank Truck. 1950 Ford 
Chassis F.6. 2 ton. Streamlined, 5 compts. tank 
Power take off. Pump, ticket Printing Meter & 
Electric Hose Reel. All in first class shape. Apply 
» i L. Spangler. Phone 13, Littlestown, Ps 
2. Price t $2800. 


"BUSINESS OPPORTUNITIES 


Oil and transportation business, 

common carrier rights for State of ‘Mase All Nee late 
tractor and trailer equipment. Cape Cod area. 
Good tential. Box BO—2812, National Petrol- 
eum News. 


wart Oil can 
rice $1300.00. 
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OR SALE 
SING!E AXLE TANK TRAILER, 
fion units, from 00 $1750.00. 
TANDEM ‘*~— Jiteeree te canes be. 
ation units, from $! 0 
EM AXLE ASPHALT UNITS, 3600 te 5500 
—~4 PD ae coils, or burners, from 


2500 to 4200 
4500 to 7500 


$1730.00 te $5500 
we My FINANCE, DELIVER. PICTURES & 
DATA ON REQU 
Buy oon SAUCE E. HACKETT CO. 
621 West 58 St, Kansas City, Mo Hiland 1385 


ee \ 














JOSEPH H. SALMON 
PERSONALIZED 8 etm ld COUNSEL on 
Petroleum Refi ‘Trane- 


| i 
a > _ ‘Ceomsiantion 
EVALUATION of NEW PROJECTS — SURVEYS 
LONG RANGE PLANNING 
PETROLEUM CONSULTANT 
201 East 57th St., New York 22 
Telephone — Plaza 9-1450 








ADVERTISERS INDEX 


Alvey-Ferguson Co. 
Armstrong Rubber Co. | , 
Autocar Co., Division White Motor Co. 


Barrett Mfg. Co. 

Betts Machine Co. 

Bennett Industries 

Brodie Co., Inc., Ralph N. 
Buckeye Iron & Brass Works 
Butler Mfg. Co. 


Champlin Refining Co. 

Chevrolet Motor Division, General Motors 
Coca-Cola Co. 

Cotton Laboratories W. J. 


Davidson Enamel Products, Inc. 
Deep Rock Oil Corp. 

Dill Mfg. Co. 

Dorward & Sons C« 

DuPont de Nemours ‘& Co., Ine., 


Eaton Mfg. Co. 

Elk Refining Co. 
Enjay, Co., Ine. 
Ever-tite Coupling Co. 


Ford Motor Co. 
Fruehauf Trailer Co. 
Geuder, Paeschke & Frey Co 
Gray Co. ‘ 


Hartol Petroleum Corp. 


Nationa! Cash Register Co. 

National Hose Division Metal Hose & 
Tubing Co. 

New England Petroleum Corp 

Neon Products, Inc. 


Oil Industry Information Committee 
OPW Corp. _ 
Oronite Chemical Co. 


Pennsylvania Grade Crude Oi] Assn 
Patent Chemicals, Inc. 
Paragon Oil Co. 
Penn-Central Oil Co. 
Philadelphia Valve Co. 
Progress Mfg. Co., Inc. 
Pure Oil Co. 

Republic Oil Refining Co 
Richfield Oil Corp. 
Rockwell Mfg. Corp. 
Roper Corp., George D. 
Rotary Lift Co. 

Seully Signal Co. 

Skelly Oil Co. 


Thermoid Co. 
Tide Water Associate Oil Co. 
Tokheim Corp. 


United States Rubber Co. 


Warner Lewis Co. 
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NEVERMAN WINS PHILLIPS’ MICHIGAN JOBBER CONTEST 


Thomsen D. P. Neverman 


GEORGIA INDEPENDENT OILMEN’S ASSN. CONVENTION. 


Barrett Hood 


NEW PRESIDENT of the Georgia Independent Oilmen’s Assn., 
J. L. Barrett, of Barrett Oil Co., Savannah, was elected to suc- 
ceed W. B. (Ben) Hood of Hood Oil Co., Atlanta, at the associa- 
tion’s meeting in Macon, April 22-23 


NATIONAL PETROLEUM ASSN. CONVENTION 


P. F. Neverman 





* 


MICHIGAN WINNER of Phillips Petro- 
leum Co.’s “1953 Across the Board Jobber 
Contest,” P. F. Neverman, president of 
Neverman Oil Co., Inc., Menominee, re- 
ceives five shares of Phillips stock as a 
prize. Award was given for greatest in- 
crease in yearly sales of seven items, on 
a quota basis—gasoline, lube oil, grease, 
burning oil, tires, batteries and accessories. 
Shown above are: Han J. Thomsen, vice 
president, Neverman Oil; Stan Watson, 
assistant division manager, Phillips Petro- 
leum, Chicago; Don P. Neverman, secre- 
tary-treasurer, Neverman Oil; P. F. Nev- 
erman; and Les Borton, district sales 
representative, Phillips Petroleum, Osh- 
kosh, Wis. 





Johnston Hood Brakefield 


SPEAKER at the Georgia Independent Oilmen’s convention, Dr. 
James L. Brakefield, Liberty Life Insurance Co., with George 
Johnston, George Johnston Oil Co., Albany, new association vice 
president, and W. B. Hood, retiring president 





Chipman 


< 


OIL ASSOCIATION LEADERS are shown with C. L. Suhr, 
chairman of the board, Pennzoil Co., at the National Petroleum 
Assn. convention in Cleveland, April 14-16. Mr. Suhr is marking 
his 62nd year in the oil business this year. Shown at left are: 
Charles A. Chipman, independent producer, president of Penn- 
sylvania Grade Crude Oil Assn.; C. L. Suhr; J. P. Jones, direc- 
tor of production, Penn Grade Crude Assn.; and Donald C. 
O’Hara, associate counsel, National Petroleum Assn. 
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® Today a truck lift is a “must” for stations that want 
to make good money servicing trucks, buses and tractors. 
There’s no better buy for this purpose than a Rotary 
Truck Lift—Model T-210. It will handle practically any 
truck or bus, as well as passenger cars and even Jeeps. 


ROTARY FEATURES! 
Rotary’s Airdraulic Jack with Automatic Air Bleeder 
eliminates air pockets, jerky action and leaking oil. No 


external tank. Flodraulic Jacks (full hydraulic) can be 


supplied where desired. 





Special Pivot Heads stay parallel with beams, so axle 
supports clear the heads in any position—no damage 
to undertruck parts. 


Lift-All Front Support hasn’t been changed in ten years 
because it has been so satisfactory and foolproof. 


18,000 Ib. capacity—5 in. H-beam, 28 in. overall 
width, 20 ft. length. 
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C. A. Willis B. J. Farwig 


C. A. Willis has been appointed di- 
rector of sales and B. J. Farwig, gen- 
eral sales manager, for Cities Service 
Oil Co. (Del.). 

Willis will formulate company sales 
policies, conduct research and studies 
of products, earnings and competitive 
trends to help form expansion plans. 
He has been with the company since 
1922, and has been general sales man- 
ager since 1927. 

Farwig, assisted by A. N. Haenggi, 
who succeeds him as assistant general 
sales manager, will administer all sales 
policies, supervise sales, advertising, 
promotion, campaigns, personnel and 
administrative matters. Farwig, who 
came with Cities Service in 1925, has 


been assistant general sales manager 
since 1935. 

Haenggi has been assistant manager 
of the St. Paul marketing region since 
1952. He started with the company 
in 1930, 

eo 

John Decker of Becwar & Cedar- 
strom Co., Minot, N.D., says his job- 
bing company is considering purchase 
of a transport for direct dumping, and 
also construction of two new stations. 
Land options have already been pur- 
chased for possible station sites. 

« 

R. B. Irons has been appointed to 
succeed E. R. Soop who has retired 
as assistant manager-consumer for 
Indiana Standard at Grand Rapids, 
Mich. Irons was formerly assistant 
manager-consumer at Saginaw, Mich. 

T. E. Locker, assistant to Standard’s 
eastern regional manager at Detroit, 
has been advanced to replace Irons at 
Saginaw. 

Karl Mueller will replace Locker in 
Detroit. He was formerly sales man- 
ager-reseller in the company’s general 
office at Chicago, Ill. 

Soop has served Indiana Standard 
nearly 42 years, joining the company 
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To: Purchasing Agents— 


RE: O1LS 
FUEL, LUBRICATING, DIESEL, VEGETABLE, KEROSENE, GASOLINE 
to evaluote the above oils by the following and 
methods at reasonable prices os follows: 


1. BTU: Using Parr Bomb Calorimeter 


: vee a _— Viscosimeter 

. At One Temperature 
At Two Temperatures 
. GRAVITY: Westphal Balance or Hydrometer 


(Pensky- Martins Closed Tester) 


ASTM D482-46 
. CARBON RESIDUE: CONRADSON 
. ALKALINITY OR ACIDITY 


. CLOUD AND POUR POINT 


- ASS. 00 credit allowed on each sample for which test costs a total 
of $35.00 or more. Also a further 10% discount on groups of 4 or 
more samples submitted at the same time 
Above ene ore for samples delivered at the laboratory, express 


. hee of sample — preferable one quart. Labels should give name 
and address of sender, date and tests desired. 


W. J. COTTON LABORATORIES 


3530 WEST FAIRMOUNT AVENUE 
MILWAUKEE 9, WISCONSIN 
PHONE: Hilltop 2-3405 


CONSULTING CHEMISTS & CHEMICAL ENGINEERS 


$15.00 
$10.00 


$ 5.00 
$ 8.00 


$ 5.00 
$10.00 
$ 8.00 
$10.00 
$10.00 
$10.00 
$10.00 








in Detroit as an iron barrel clerk. He 
became assistant manager-consumer at 
Grand Rapids in 1939. 

Irons started with Standard as a 
salesman in Mankato, Minn., in 1940. 
In 1946 he was transferred to the gen- 
eral office at Chicago as an analyst in 
the sales research department. Later 
the same year he became advertising 
and public relations representative at 
South Bend, Ind., then became as- 
sistant sales manager. He was pro- 
moted to sales manager at Green Bay, 
Wis., in 1949, and returned to the 
general office at Chicago as sales man- 
ager-consumer in 1950. He was pro- 
moted to assistant manager-consumer 
at Saginaw in 1952. 

Locker joined Standard in 1941 as 
a clerk in Indianapolis. He left the 
company to serve two years in the 
armed forces, then returned as a sales- 
man in 1945. He has been assistant to 
the eastern regional manager at Detroit 
since 1953. 

Mueller, who started with Standard 
as a clerk in South Bend, Ind. in 1940, 
also left the company temporarily for 
military service. He returned as a 
salesman in 1946. After serving in 
several responsible positions he became 
sales manager-reseller in the company’s 
general office in Chicago in 1953. 

+ 

Continuing expansion by Standard 
Oil Co. (Ohio) is reflected in the elec- 
tion of two new vice presidents, a new 
secretary, and the assignment of new 
responsibilities to three executives at 
the recent directors’ organization 
meeting in Cleveland. 


R. W. French R. S. Stewart 

Richard W. French, general man- 
ager of Sohio’s production depart- 
ment was elected vice president—pro- 
duction. He will continue in charge 
of all crude oil and natural gas ex- 
ploration and production activities of 
the company. 

Richard S. Stewart, was re-appoint- 
ed assistant to the president and 
elected a vice president. He will con- 
tinue to assist the president and the 
heads of the production, crude oil 
purchasing, financing and accounting 
departments, as well as the crude oil 
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Your Customers Get 
HIGHEST OCTANE PERFORMANCE 
And up to 40 MILES MORE 
per tankful of gasoline. 


New VEEDOL 10-30 pulls in traffic be 


cause motorists know it steps up engine 


performance. The reason is that VEEDOL 
10-30 is a refined 100% distilled oil which 
cuts down to a minimum octane -robbing 
carbon deposits ordinary motor oils 


build up. 


VEEDOL 10-30 in the crankcase means 
greater gasoline mileage, too...up to 40 
extra miles per tankful. The reason is /owes 
fluid friction ...\ess oil drag. Quicker starts, 
quieter hydraulic valve action and longer 
engine life are other benefits from this 
Extra High Detergency Motor Oil. Put up 
a VEEDOL display and pull in extra sales! 


TIDE WATER 
ASSOCIATED 
OlL COMPANY 


Tulsa San Francisco 
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division of the transportation depart- 
ment and the office of the chairman 
of the board. 





C. E. Spahr H. S. Moller, Jr. 

Charles E, Spahr, will continue as 
assistant to the president and a vice 
president, but has been relieved of his 
duties as head of the transportation 
department to concentrate on the job 
of assistant to the president. 

His duties will be similar to 
Stewart’s in assisting the president and 
in service to the heads of the sales, 
manufacturing, supply and distribu- 
tion, and industrial relations depart- 
ments and the product division of the 
transportation department. 

Hans S. Moller, Jr. was elevated to 
secretary from the position of assist- 
ant secretary, a position he held since 
1951. He will continue to report to 
the financial vice president, A. E. 
Wolf. 

Joseph D. Harnett, assistant man- 
ager of the transportation department 
since February, 1952, was appointed 
manager of the department, and as 
such becomes a member of the presi- 
dent’s staff, with headquarters in St. 
Louis. 

Sidney D. Williams will be re- 
sponsible for accounting for crude oil 
purchasing operations in his new posi- 
tion of assistant controller, with head- 
quarters at Oklahoma City. He was 
formerly’ manager of crude oil and 
natural gas accounting. 

aa 

Frank M. Perry, of Cities Service 
Oil Co., Bartlesville, Okla., continues 
as president of the Natural Gasoline 
Assn. of America after his re-election 
at the organization’s 33rd annual 
meeting in Dallas, April 21-23. Vice 
presidents re-elected at the meeting 
are: 

Robert Boykin, Fullerton Oil Co., 
Pasadena, Calif. 

W. F. Matheny, Sid Richardson 
Gasoline Co., Ft. Worth. 

George T. Tennison, Shell Oil Co., 
Houston. 

Albert H. Weil, 


United Gas Pipe 

Line Co., Shreveport. 
William F. Lowe, Tulsa, 

elected secretary-treasurer. 


was re- 


80 


R. D. McGranahan will be respons- 
ible for the direction and co-ordination 
of all forms of transportation for Gulf 
Oil Corp. in his new position as vice 
president. Joining Gulf in 1948, 
McGranahan has been concerned with 
the co-ordination of transportation and 
the requirements and use of storage. 

C. W. Hurley, Jr., appointed an 
executive staff member and director 
of co-ordination for Gulf, will be re- 
sponsible for the co-ordination of all 
departments involved in meeting do- 
mestic and foreign sales requirements 
with maximum economy. Hurley 
joined Gulf as an assistant chemical 
engineer after his graduation from 
Texas A. & M. in 1922. He formerly 
served on the executive staff, con- 
cerned with crude oil supply and the 
manufacture and distribution of prod- 
ucts. 

Both McGranahan and Hurley will 
remain at the company’s principal of- 
fice in Pittsburgh. 

= 


W. C. Havelin, in his new position 
as marketing manager, resale outlets, 
for the Gulf Oil Corp., will be re- 
sponsible for business through service 
stations. Havelin has been with Gulf 
for 28 years, starting as a stenographer 
in the domestic marketing department. 
In 1929, he was made a clerk in the 
real estate section, and in 1944 was 
placed in charge of real estate activ- 
ities. Prior to his latest promotion he 
was administrative assistant to the vice 
president in charge of divisional sales. 

M. C. Enright will develop sales pro- 
motion material, campaigns and sim- 
ilar projects for the domestic market- 
ing department in his new job as direc- 
tor, sales promotion. Joining Gulf in 
1930 as a service station attendant in 
New Orleans sales division, Enright 
advanced steadily in various positions. 
He became assistant general manager, 
farm market, in the domestic market- 
ing department in Pittsburgh, in 1949. 

C. J. Livingstone has been named 
director, product application for Gulf. 
He will be responsible for the develop- 
ment of new products as well as the 
improvement of existing ones. Living- 
stone first became associated with Gulf 
in working with research on the per- 
formance of fuels and lubricants in 
automotive engines on a Gulf fellow- 
ship at the Mellon Institute of Indus- 
trial Research in 1925. In 1939, he 
was appointed chief automotive en- 
gineer of the Gulf Research & Devel- 
opment Co., at Hamarville, Pa., and 
in 1946 was named assistant to the 
director of research. 

All three men will serve in the 
domestic marketing department in the 
company’s general office in Pittsburgh. 


COMING MEETINGS 


MAY 


North a ws. oi tah Ay F 
vention cruise on board th Ber- 
ag Me as from Norfolk = er Dovmnede. 

y 23- 


Oil Industry TBA Group, Canadian Section, 
Royal York Motel. Toronto, Ont., May 26. 





JUNE 


Pennsylvania Grade Crude Oi) Assn., 3lst an- 
nual meeting, Hotel William Penn, Pitte- 
burgh, Pa., June 3-4. 


Secy. of Automotive Engineers, summer meet- 
oe Ambassador i Ritz-Cariten Hotels, 
Atlantic City, N. J., June 6-11. 


Oil Industry Information Committee, Edge- 
water Beach Hotel, Chicago, Ill., June 9-11. 


National Oil Jobbers Council, Skytop Lodge, 
Skytop, Pa., June 13-16. 


American Socy. for Testing Materials, annua) 
meeting and exhibits, Sherman Hotel, Chi- 
cago Ill., June 13-18. 


American Petroleum Institute, Eastern District 
meeting, Division of Production, Greenbrier 
Hotel, White Sulphur Springs, West Va., 
June 17-19. 


Louisiana Oil Marketers Assn., annua! con- 
vention, Jung Hotel, New Orleans, La. 
June 27-28. 


AUGUST 


National Congress of Petroleum Retailers, 8th 
annual convention, Sir Francis Drake Hotel, 
San Francisco, Calif., Aug. 8-13. 


Secy. of Automotive Engineers, national West 
—— meeting, Los Angeles, Calif., Aug. 
16-18. 


SEPTEMBER 


Oil Industry Information Committee, Conrad 
Hilton Hotel, Chicago, Ill., Sept. 8-10. 


Empire State Petroleum Assn., fall meeting. 
Hotel Syracuse, Syracuse, N. Y., Sept. 12-14 


Packaging Institute, Petroleum Packaging 
Committee, Philadelphia, Pa., Sept. 13-14. 


National Petroleum Assn., 52nd annual meet- 
ing, Hotel Traymore, Atlantic City, N. J., 
Sept. 15-17. 


Ohio Petroleum Marketers Assn., fall confer- 
ence and golf tournament, Hollenden Hotel, 
Westwood Country Club, Cleveland, Ohio 
Sept. 22-23. 


Pennsylvania Petroleum Assn., fal] convention, 
Pocono Manor Inn, Pocono Manor, Pa.. 
Sept. 26-28. 


OCTOBER 


National Assn. of Oil Equipment Jobbers, 4th 
annual meeting, Congress Hotel, Chicago, 
Mil., Oct. 10-12. 


Socy. of Automotive Engineers, national trans- 
portation meeting, Boston, Mass., week of 
Oct. 18. 


Nebraska Petroleum Marketers Assn., annual 
convention, Paxton Hotel, Omaha, Neb., 
Oct. 20-21 


Western Petroleum Refiners Assn., regional 
meeting, Garrett Hotel, El Dorado, Ark., 
Oct. 21-22. 


Independent Petroleum Assn. of America, an- 
nual meeting, Tulsa, Okla., Oct. 25-26 


National Lubricating Grease Institute, 22nd 
annual meeting, Mark Hopkins Hotel, San 
Francisco, Calif., Oct. 25-27. 


Secy. of Automotive Engineers, national! diese! 
engine meeting, Statler Hotel, Cleveland, 
Ohio, Oct. 26-27. 
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Eaton 2-Speed Axles save 
engines, keep trucks on the 
job, reduce operating and 

maintenance costs, make 

trucks last longer 


Eaton 2-Speed Axles double the conventional 
number of gear ratios, enabling drivers to select 
a ratio to deliver pulling power or speed—the 
ratio best suited to road and load conditions. 
Engines operate in their most efficient and 
economical speed range, reducing stress and 
wear on engine and power transmitting parts, 
holding operating and maintenance costs to a 
minimum, adding thousands of miles to engine 
and over-all vehicle life. Eaton 2-Speed Axle 
trucks haul more, faster, longer, at lower cost— 
are worth more when traded in. 


More than two million 
Eaton Axles in trucks today! 
For complete information, see your truck dealer. 


EATON 
PSoeed Thiuck 


AXLES 


Axle Division 


EATON MANUFACTURING COMPANY 
CLEVELAND, OHIO 


PRODUCTS: Sodium Cooled, Poppet, and Free Valves * Tappets « Hydraulic Valve Lifters * Valve Seat Inserts * Jet 
Engine Parts « Rotor Pumps « Motor Truck Axles ¢ Permanent Mold Gray Iron Castings ¢ Heater Defroster Units * Snap Rings 
Springtites eSpring Washers «Cold Drawn Steel eStampings *Leaf and Coil Springs eDynamatic Drives, Brakes, Dynamometers 





ATTENTION: Fefiners,coumaunders one 
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Pure Oil’s multimillion dollar 
research and development laboratories 
at Crystal Loke, Illinois 


FRO M PURE Take Advantage of Multimillion 
Dollar Research Facilities 


Buyers of solvent-extracted base stocks and 
finished blended oils for private branding can 
be sure when they buy from Pure because they 
enjoy these advantages: 


All Pure Oil customers have a wealth of 
technical service and help available to them, 
and Pure Oil salesmen are fully qualified to 
give on-the-spot technical aid. 


Pure’s lube oils have a unique susceptibility 
to additive treatment, resulting in low 
treatment costs and flexibility of additive 
selection. 


These time-tested and market proved oils 
meet the API service designations from ML 
through DS as well as most military and 
equipment manufacturers’ specifications. 


Write or call Production and terminal facilities within 
easy reach of most markets and transpor- 


THE PURE OIL COMPANY tation equipment is equal to any demand— 
from a tank car to a quart can. 

Room 1688 y Uniformity is mens by a renee nn that 

. uses the most modern equipment and rig- 


Phone: STate 2-2100, Ext. 441 Be sure with Pure 





